




















Irs a conspiracy. 

The self-satisfied but rather selfish gent is not a 
retired capitalist but a composite drawing of 
present-day users of Minute Movies. Swell fellows 
—but they refuse us permission to publicize the 
results of their campaigns. This, in spite of the 
fact that— 

Minute Movies—the youngest of the national 
media—are turning in some of the most outstand- 
ing sales results per dollar spent in some of the 
toughest markets in the United States: 

Case A: Well-known advertiser in grocery field. 
Long a manufacturer and seller of a low priced 
article which has been a slow mover. After run- 
ning Minute Movies in ten cities over 500,000 
each in size, plus literally hundreds of smaller 
communities, this advertiser found sales increased 
more than 200% in six-week campaigns in 
each market! Increased distribution and grocery 
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store displays were important by-products! 

We work closely with this advertiser and know 
many of the actual figures. But we’re not allowed 
to print them. And, until we find an advertiser 
willing to share his good news story with others, 
all we can say is— 

We have many case histories to tell you about. 
We have some remarkable new consumer motion 
picture advertising productions to show you— 
take a look and learn for yourself how Minute 
Movies breathe new life into a sales story by com- 
bining SIGHT—ACTION—SOUND simultane- 


ously. 


MACY & KLANER, INC. 
Wrigley Building Chicago, Illinois 
JAM HANDY THEATRE SERVICE, INC. 
230 Park Avenue General Motors Bldg. 
New York City Detroit, Mich. 
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WRIGLEY BUILDING 
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“Right now I’m making a sales talk 
in SIXTY different cities... !" 


SAID 





ND it could just as easily be six hundred differ- 
ent cities! For a sales story in sound-movie form 

can be told simultaneously in cities from coast to coast 
if your merchandising strategy demands a nation-wide 
impact. Or, if your promotional plans are geared for 


THE 


a long pull, a sound film will tell the story of your 
products week after week, month after month, with 
undiminished enthusiasm. 

For effective screen selling, choose the Frimo- 
SOUND, a projector that will bring your sales story 
to the screen in flickerless, brilliant pictures . . 
accompanied by voice or music reproduced so real- 
istically that your audience will be aware only of your 
film message... unaware of the mechanical miracle 
that makes modern sound film projection possible. 

Experienced users of business films like General 
Electric, Socony- Vacuum, DuPont, all of the major 
automobile makers, and hundreds of others insure 

> . . 
Theater-quality Filmosound for Industrial Films 
New Filmosound 138—For use in salesroom, showroom, 
hotel room, or moderate-sized auditoriums, this compact, 
single-case Filmosound Projector, illustrated, provides 


theater-perfect projection and sound reproduction. Other 
more powerful Filmosound models for larger audiences. 


PRESIDENT 


‘ ade tormnr 


‘Wins 


uninterrupted programs by using Fitmosounp Pro- 
jectors. For FiLMosounps are famous for their sim- 
ple, gadget-free construction and their proved 
dependability. Built by the makers of Hollywood's 
preferred studio equipment, F1LMOsoUNDs cost but 
little more originally —cost less ultimately. 
Compiete information about Frtmosounp Pro- 
jectors for industrial film exhibition will be sent on 
request. Bell & Howell Company, Chicago, New 
York, Hollywood, London. Established 1907, 


SHOWMANSHIP— TODAY'S FORMULA FOR SELLING 


Booklet—Send coupon for a complete story of in- 
dustrial motion pictures crystallized into 36 brief 
illustrated pages. Learn how other firms use films. 
Learn how to go about making and presenting a 
hard-hitting sales film for your own organization. 


SEND COUPON FOR FULL INFORMATION 


foccc----- 


“| 
BELL & HOWELL COMPANY 88 11-38 | 
1808 Larchmont Avenue, Chicago, Illinois 
Please send full informa en ©) Filmo | 
sound Projectors, Silent Filmo Projectors. 
Also senc special booklet. Showmanship, | 
Today's Formula for Selling. 
| 
a 


Name 


Address 





- VICTOR scores . . . this time with 
a 16mm. continuous projector that elimi- 
nates the operating “headaches” and high 
upkeep costs previously associated with 
continuous motion picture projection! A 
patented, “advance-feed” principle, that 
provides positive regulation of the amount 
of film fed from the magazine to the pro- 
jector intermittent, does away with strain 
on the film, prevents binding and break- 
age, and minimizes surface wear. Here, for 
the first time, is real freedom from the op- 
erating troubles and excessive replacement 
costs with which 16mm. continuous users 
have always had to contend. Film in the 
magazine of the VICTOR CONTINUOUS 
remains almost entirely in a “free”, air- 
cushioned state, and projection stops in- 
s stantly and automatically in the event of 
“CONTINUOUS” FEATURES a any emergency. VICTOR’S reputation for 
@ PATENTED “advance- superior sound and picture quality is your 
feed’ principle does assurance of screen presentations that will 
away with film binding do your product or service real justice. 
and breakage and mini- NOW you can safely and confidently use 
mizes surface wear. continuous projection for show window, 
VICTOR Automatic Film convention or personal sales promotion. 
Protection stops projec- ASK FOR DEMONSTRATION .. . there 
tor in emergencies, pre- is no obligation. 
venting damage to films. 
Brilliant, Flickerless Pro- 
5 jection . . . (Choice of ; 
igh wattage lamps). WN " - | 

Safer, More Efficient meRE iS THE LAST WORD 

Ventilation . . . Longer 


Lamp Life. 


Buit-in, Collapsiblereor- TN LOW COST, QUALITY 


aan A film maga- 


\ Sapaciiesto order all-enclosed., portable mon & 
{ SOUND PROJECTORS << 
—-~ 




















The new, simplified VICTOR MODEL 33 ANIMA- me 
TOPHONE complies with every possible demand _ 
for a smaller, more compact, more convenient 
QUALITY Sound Motion Picture Projector! For 
easy portability, it assembles into a single unit — 





during operation it is entirely enclosed. This model 4 rf 
makes it easier for industrial and commercial users . Xy » 
to obtain the utmost return from the greatest of all NY 

modern sales tools! VX 








Other features include: PATENTED Automatic 
Film Protection .. . exclusive with VICTOR. Clear, 
crisp, natural reproduction of sound. 











A SMALL, HANDY MICROPHONE may be plugged into the 
33 amplifier for sales talks. 


~ A COMPACT PHONO-RECORD TURNTABLE (with or without 


record changers) may be used to provide music 
for silent films, or for any other occasion. 


lf you are using or contemplating the use of sound 
films, ASK to see this latest VICTOR contribution 
to modern selling. 





VICTOR ANIMATOGRAPH CORPORATION 


DAVENPORT-IOWA 


CHICAGO e LOS ANGELES e NEW YORK 











To All Executives Who Appreciate 
GOOD SELLING 











PROOF 


If you want proof that Caravel 
Pictures get results, check with 


American Can Company 
Atlantic Refining Company, Inc. 
Wallace Barnes Company 
Beck, Koller & Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Davis & Geck, Inc. 
Dictaphone Sales Corporation 
Eastman Kodak Company 
Goodall Company (Palm Beach Suits) 
The B. F. Goodrich Company 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Distillers Products Corporation 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

The Texas Company 
U.S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








E invite you to see a Caravel picture and 
investigate results. 


Why? Because Caravel pictures are designed 
for only one purpose—to increase sales. And that’s 
exactly what they do. 


For example: Six thousand new and desirable 
dealers. An order stepped up from 250 to 350 
units (an increase of approximately $20,000). Pur- 
chases by one of America’s largest stores built 
up from ten to fifty thousand dollars. 


True, your business is “different.” 


But—selling is selling, whether it’s blankets or 
biscuits, collars or corsets, paint or pipe, dyes 
or Dictaphones! 


Among the pictures we have made—to meet 
repeatedly a wide variety of selling problems— 





there's a picture that will suggest for your com- 
pany a highly profitable motion picture program. 
You owe it to yourself to see that picture, 


either in our local projection rooms or at your 
own headquarters. 














CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue e Tel. Circle 7-6112 


Chicago e Tribune Tower ¢ Tel. SUPerior 3422 





























You CAN Be In Two Pls 
» at Once «.'. or 2,000 >. 


HROUGH the magic of sound motion pictures, the 
T various divisions of the Chrysler Corporation 
were enabled to hold hundreds of identical—and 
practically simultaneous—dealer meetings this 


fall to introduce their 1939 motor cars. 


So was Oldsmobile. And so were—and so are— 
many of America’s leading industrial organiza- 
tions able to supplant the old-time, costly sales 
convention with local, individual meetings—pre- 


arranged and pre-proved on motion picture screens! 


Wilding Picture Productions are constantly playing 
an ever-increasing part in this modern—and far 
more effective—merchandising and selling procedure. 


There is no substitute—NOT EVEN EXCLUDING 
ACTUAL PERSONAL CONTACT —for the dra- 
matic, effective and absolutely fool-proof presen- 
tation of a product or a selling method (to dealers 
or consumers) provided by good sound motion 
pictures! 


Wilding will appreciate an opportunity to discuss 
when and how to use sound motion pictures and 
sound slide films in your business—and, even 
more important, when and how NOT to use them. 


pr 


* zN 
WILDING PICTURE 
es PRODUCTIONS, Inc. 
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CLEVELAND DETROIT LO; @ Rem Wene) SAN-FRANCISCO HOLLYWOOD 


















VOLUME 1 NUMB 



































\ Y LY | 
ii) i) A ( | EEN 


| IO 





THE MAGAZINE OF COMMERCIAL & EDUCATIONAL 


CONTENTS 


This month's cover photograph is from the new feature motion picture 


Shadows” produced by the Eastman Kodak Company 


ER 4 


FILMS 


“Highlights and 


Film Forum, A Department of Letters .. 8 Staging the Convention .... 14 
Camera Eye, Studio News and Comment. 11 The Birth of the Sales Film .... 16 
The A.B.C.’s of Business Film Making. . .13 Films in the Department Store 17 
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@ THIS HAS BEEN A YEAR OF PIONEER- 
ing and research on the part of the 
editors of Business Screen. As a de 

liberate course, an irregularity of issue 
was determined upon until the most 
effective issue dates and numbers could 
be chosen. We are, indeed, flattered by 

the unabated interest which our read 

ers have shown during the six months 
past. Four books have been issued of 
which this is the fourth and to relieve 
the minds of those who have awaited 
the morning postman with anxious 
eves, it is now our pleasure and privi 

lege to announce that advertising and 
publication schedules have now been 
achieved on a definite basis and Busi 

ness Screen will appear exactly ten 
times during the coming year plus two 
special annual numbers. Because the 
primary task of Business Screen is that 
of service to all the users and potential 
users of commercial motion pictures 
and slide films, the editors wish to an- 
nounce that the two special numbers 
are included in the twelve-time sched 

ule. Ten other numbers will be consid 
ered as the regular issues of the peri 
odical. The two special numbers in- 
clude an annual directory of all firms 
in this industry and an annual equip- 
ment review number of projector and 
production developments. 


@ IN THE FACE OF EXTERNAL CONDI- 
tions which have shaken the world, 
both slide films and motion pictures 
have been produced in increasing quan- 
tities and numbers, not only among 
the large national advertisers who have 
found results most favorable, but in in- 
creasingly larger numbers by smaller 
industrial firms and local business or- 
ganizations. An encouraging sign! 
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16 mm. SOUND 
RECORDING SYSTEM 


A PROFESSIONAL 16mm. DOUBLE-SYSTEM 
SOUND RECORDING EQUIPMENT FOR INDUS- 
TRIAL AND EDUCATIONAL TALKING PICTURES. 


ALL A. C. OPERATION 
EXACT SYNCHRONIZATION 
RELIABLE COMPLETE 


READY TO OPERATE WITH 
YOUR SYNCHRONOUS MOTOR 
DRIVEN CAMERA 


O06 
1985, 
IMMEDIATE DELIVERY 
DEMONSTRATION REEL AVAILABLE 


mae BERNDT-MAURER cone. 


117 East 24th Street + New York City 











Extra Effort 
and Care... 


in 16 mm. sound-film 
release printing from 
35 mm. or 16 mm. 
negatives results in a 
Business Film presen- 
tation of outstanding 
technical excellence. 


FILM LABORATORIES 


A DIVISION OF BERNDT-MAURER CORP. 
21 WEST 46th ST. + NEW YORK CITY 




















FILM FORUM 


READERS ARE INVITED TO ADDRESS 


Subject For An Article 

I have just had an opportunity to look over 
your Volume 1 Number 3 issue and must com- 
pliment you on your publication. 

I have just had four films completed for a 
client, a macaroni manufacturer. We are pre- 
paring to release these films, but want to mer- 
chandise them to the grocer and remind the 
housewife when she comes to the store that 
she saw a 60 foot macaroni short last night. 

Frankly, I have found film advertising the 
most difficult of the media to merchandise to 
the trade, as well as to try to tie in with, such 
as window or floor displays. 

If you know of any outstanding merchan- 
dising plans that have worked, I would appre- 
ciate knowing of them. Maybe I could get a 
new angle on the plan. 

I am also mentioning this to you as possible 
material for a future article. More successful 
merchandising would certainly help sell more 
film advertising. Thank you. 


GeraLp F. Conway 
David, Inc. 


Advertising Agency 


Plan Illustrated Lectures 

The use of industrial motion pictures as well 
as film and glass slides for lecture purposes is 
still a moot question with us, but we hope to 
make a start on a programme of illustrated lec- 
tures sometime within the next few months. 

We have, as I may have already told you, one 
or two commercial movies: two on explosives, 
“The Story of Dynamite” and “Power for In- 
dustry” which are generally in circulation but 
quite naturally have a limited appeal; and two 
merchandising movies, in the possession of our 
“Cellophane” Division “The Lady Who 
Couldn’t Say ‘No!’ ” and “Split Second Selling” 

both again with restricted audiences. 

It is our hope to build a library of film and 
glass slide lectures which will have a decided 
educational value, and when we have accom- 
plished this and know the reception they re- 
ceive, perhaps I could give you a short item on 
our experience. When we have something defi- 
nite to offer the public we shall, of course, carry 
a story in C-I-L Oval as you suggest. 


C. P. C. DowNMAN 
Canadian Industries Limited 
Publicity Manager 


Wants Sales Training Films 

Would you please advise me if you have pre- 
pared classified lists of films that may be used 
in sales training classes? If none are available 
through Business Screen would you inform me 
where I could obtain such reference lists? 

In connection with our programs of voca- 
tional training for workers throughout this 
State engaged in merchandising and selling, we 
very often have occasion to use motion pictures 
of both the specific merchandise information 
and general sales training types. The films 
would be shown in classes and groups composed 
of salespeople and owners and managers of all 
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A PAGE OF LETTERS 
FROM OUR READERS 


INQUIRIES TO THIS PAGE 


types of businesses such as groceries, depart- 
ment stores, men’s and women’s specialty 
shops, furniture stores, service stations, drug 
stores and others. 


W. R. BLackLer 
Bureau of Business Education 
California State Department of Education 


Educational Responses 


The No. 3 September issue of the magazine, 
Business Screen, came to my desk a week ago. 
I have spent some time examining the maga- 
zine, and I am certainly impressed with the 
contents of this issue. 

I spent two years as secretary-treasurer of 
the Department of Visual Instruction of the 
National Education Association, and in that 
capacity had occasion to get a fairly good over- 
view of the use of visual aids; particularly the 
use of the motion picture in the business field 
as well as in the field of education. It has been 
my conviction for the past several years that 
we in the schools and the people in legitimate 
business have been missing a wonderful oppor- 
tunity for mutual benefit. Any attempt to 
divorce the field of education from actual life 
situations is foolish, and the sooner we in the 
educational field realize this, the sooner we can 
depend upon popular public support of our 
educational system. This magazine has done 
a splendid job tying together industrial and 
educational interests. 

May I take this opportunity of congratulat- 
ing you on this issue. I shall stop in and talk 
with you sometime in the near future. 

E. C. WAGGONER 
Director of Visual Education 
Elgin, Illinois 


* * + 


Thank you very much for the “Film Review.” 
This compilation of industrial films is some- 
thing that has been needed for a long time and 
we are very glad to see that you have done such 
a good job with it. 

What would be very useful in connection 
with it would be a brief synopsis of each indus- 
trial film which you have listed. One of the big- 
gest problems we have in using educational 
pictures is to find out what they contain. At the 
present time it is almost a necessity to preview 
all films before booking them for classroom 
showings. 

There are many departments here at the 
University who would like to have a copy of 
this “Film Review” and I wonder if it is pos- 
sible for you to send me about 2 dozen copies 
of it. 

I was not able to ascertain from your notice 
whether or not these “Reviews” would be pub- 
lished periodically. I certainly hope they will be. 

I also wish to compliment you on your maga- 
zine “Business Screen.” It is a fine publication 
and has already proved useful to us. 

Harowp B. Jensen 


Visual Education Service 
University of Minnesota 




















OR sales-making presentations of your business films, 
F you need BRILLIANT PERFORMANCE in SCREENS as 
well as in PROJECTORS. The projector throws the picture. But, 
unless the screen “completes the pass” and shows the picture 
with all of the brilliance and realism the camera has captured, 
the film may fail to make the impression that you desire. 


Da-Lite Screens have been famous for brilliant performance 
for 28 years. They are available with Glass-Beaded, White 
or Silver surfaces to meet any projection requirements — to 
show your business films with ““camera-eye”’ fidelity. 


S. 


Exclusive utility features such as the a | 
single collapsible rear support on the 
Challenger and on several of the 
other portable models make Da-Lite 
Screens more convenient to use — 
more popular with your men... 
Compare and you will agree that 
in picture quality, convenience and "sich 
durable construction, Da-Lite 
Screens offer you more. Da-Lite 
Screen Company, Inc., Dept. 10B, 
2723 N. Crawford Ave., Chicago, IIl. 















DA-LITE STANDARD 
CHALLENGER 

















FREE 
Book?! 














Mail the Coupon! 





DA-LITE SCREEN COMPANY, Inc. 
Dept. 10B, 2723 N. Crawford Ave., Chicago, Ill. 


Please send your free 48 page data book on screen 
surfaces, mountings, screen care and other facts that 
I should know about screens. 


Company 
Address 











@ @ and every business grows greatly when it crows (in a nice 

way) to the right people — able-to-buy prospects who will 

enjoy and benefit from the product or service offered. 

| One of the nicest — and most effective — ways of crowing 

h about your business is through a commercial film by Pathe. 


Whatever your selling problem... direct merchandising... 


4 % \ sales training . .. dealer promotion... public relations... 
caf wad - 

Eo ee 4 

men 5 


the sight, sound and action of a Pathe film can do an 

outstandingly successful job for you —da job that 

frequently cannot be done any other way. @ All of 

which leads us to a little crowing about ourselves. For 

30 years the name Pathé has paced the world of news- 

pictures. For seven years, Pathé — with expert and experienced 

technicians, the finest mechanical equipment, world’s largest film 

library, and executives who are masters of showmanship in selling — 

has been serving successfully an ever increasing number of important 
clients. @ We employ no solicitors, but we invite you to discuss with us your sales 


problems. Perhaps a Pathé film is just the answer you have been looking for. 


2 \ 
ey PATHE NEWS INc. 


FREDERIC ULLMAN, jr., Vice-President 


35 WEST 45th ST., NEW YORK CITY 
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CAMERA EYE 


THE INSIDE STORY: In preparation for early 1939 
releases are several important Business Screen 
surveys. Most significant of these is the first 
generally accurate reporting of the volume of 
slide film and commercial motion picture pro- 
duction for the past year. Practically as help- 
ful to the user of this medium is the intensive 
study of theatre screen advertising now just be- 
ginning to get under way. A third broad survey 
to be made is the census of all production, dis- 
tribution and equipment concerns active in this 
industry which is to be released in a first an- 
nual “directory” edition, contemplated for De- 
cember but so difficult a task that it will be re- 
leased in late January instead. 

The advertising film buyer will be interested 
in several illuminating discoveries made early 
in the research for theatre screen facts. First, 
that the publicity accorded the so--called “ban- 
ning” of theatre screen advertising by national- 
theatre chain operators had very little founda- 
tion in fact principally because some of those 
theatres had never shown sponsored films; oth- 
ers were continuing to show them as they had 
for months previous because local control- 
ling influences had noted their acceptance by 
the public. Again, the number of theatres ac- 
cepting “minute movies” is undiminished and 
the number accepting the longer one-reel sub- 
ects (on general topics such as safety, etc.) was 
growing. Note that Chicago’s deluxe Roosevelt 
screened U.S. Steel’s magnificent color docu- 
mentary as have hundreds of other class houses 
throughout the country. 


THE NEWS BuDGeET: Standard Oil of Indiana has 
another feature in the cutting room for 1939 
distribution. Agency participation in commer- 
cial film production is growing; its growth will 
be healthy and profitable if those in charge are 
smart enough to use the brains and experience 
already in the field. Which brings to mind that 


a definite and thoroughly recognized policy re- 


garding agency commission would help unite 
all the producing forces and stimulate produc- 
tion. Film departments are impractical for all 
but a few of the agencies but an experienced 
contact executive and close laison between the 
research staffs of producer and agency might 
result in better production for the client. 

How about “big-name” talent? Industrial 
films have often drawn upon Hollywood stars 
for their casts —of more importance is the 
demand for stellar technicians; great directors, 
ete. It ought to be generally recognized that 


NEWS AND 
OF THE 


COMMENT 
STUDIOS 


major producing organizations in this business 
film field already employ that kind of talent 
and that outstanding cameramen, scenarists 
and directors are on their permanent staffs or 
under contract to them. A little publicity for 
these unsung heroes would go a long way. The 
addition of more of this kind of taler! would 
contribute to the progress of the industry. 


SIGNIFICANT TRENDS: The realization that the 
arrival of television may well bring to commer- 
cial film producers another outlet for the screen 
subects purchased by the advertiser makes this 
subject worthy of editorial note. To all queries 
addressed to this department we advise refer- 
ence to remarks of Zenith Radio Corporation’s 
president, Commander E. F. McDonald, Jr. 

General use of television in the homes is just 
around the corner for the stock salesmen only.” 
he says. “The offering for sale of television re- 
ceivers at this'time in view of the present state 
of the art is, in my opinion, unfair to the public, 
and premature, both for economic and techni- 
cal reasons. Such premature introduction of 
television commercially will result in loading 
the public with undue experimental replace- 
ment. cost.” That television will eventually 
figure importantly is evidenced by Zenith’s 
currently active research. 


THE SCREENING ROOM: Among the new films is 
Safeguarding the Speechways — sound motion 
picture portraying the manufacturing processes 
of the Western Electric Company. It was com- 
pleted at the studios of Audio Productions, Inc., 
and is ready for release to interested audiences 
throughout the country. The film is one of a 
series of new pictures, arranged by P. L. Thom- 
son, Director of Public Relations, and W. A. 
Wolff, Advertising Manager of Western Elec- 
tric, to describe production activities at the 
various plants of the Company, in line with a 
new appreciation of industrial information 

which has been recently demonstrated. 
Commenting on this factor of “box-office” 
appeal for industrial relations, Time, the news- 
magazine, in a recent issue, said: “Last May, 
Western Electric held open house at the Haw- 
(Please turn to Page 39) 


FROM AMONG THE HUNDREDS OF SUCCESSFUL COMMERCIAL MOTION 
PICTURES AND SLIDE FILMS PRODUCED LAST YEAR BUSINESS SCREEN 


editors will soon announce a selection of those noteworthy 
for various achievements. Will these include the sound mo- 
tion picture Highlights and Shadows (Pictured at top, 
right) or Men Make Steel, the Technicolor industrial gem 
(just below) ? Cooper's slidefilm Hothouse Legs or Amer- 
ican Can’s Jerry Pulls the Strings (bottom right) had jobs 
to do and are doing them extremely well. Any other nom- 
inations? . Piease write and tell us of your choices! 
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ONVINCED that many women fail to appreciate the 
C eare and technical skill which a great cosmetic 
house devotes to the preparation of its aids to beauty, 
Coty decided to show women the inner workings of 
its famous establishment. 

Coty could not take the women of America to the 
Coty Laboratories, so there was nothing to do but take 
the laboratories to them. 

Through the power of talking motion pictures the 
romantic story of the creation of Coty cosmetics was 
filmed with accuracy and dramatic detail. 

To bring these romantic, living scenes before 
women throughout the country, Coty called 
upon the national organization of MopERN 
TALKING Picture Service, with the result 








be 


TO MARKET 


that tens of thousands of women quickly, effectively 
and economically were shown and told how Coty cre- 
ates in the service of beauty. 

Coty is but one of many great companies which 
have used the nation-wide presentation service 
which only MopERN TALKING Picture SERVICE can 
render. 

If you have a film we can provide maximum dis- 
tribution. We can assure your getting the utmost of 
sales energy out of it. 

If you are a producer, we offer you full cooperation 
in giving the advertiser the information he needs to 
arrive at a favorable decision. 

Send for details of our service; or let us 
call and discuss your problems. 


MODERN TALKING PICTURE SERVICE, INC. 


9 ROCKEFELLER PLAZA 


* NEW YORK CITY 
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THE 


OF BUSINESS 


@ Are you the camera “bug” in your firm? Do 
you, when visiting the “movies” envision the 
possibilities of this entertaining medium for 
the attraction of buyers to your product or the 
training of your salesmen, etc.? Then if your 
organization is small or large, turn that inter- 
est into profit through this A.B.C. approach to 
the use and making of motion pictures and 
simple, economical sound slide films. 

A great deal of publicity may be too often 
given the glamorous feature-length type of ad- 
vertising films. These possess national interest 
and of course, have an important place to fill; 
but there is plenty of good work being done by 
very economical pictures which find a useful 
and valuable niche in the activities of many 
smaller business organizations. Clearly, among 
smaller concerns having limited capital and a 
limited potential market, the national motion 
picture campaign is out of the question. Again 
— where the “3-A” organization may divide 
its costs many ways — due to its expansive na- 
tional markets — thus securing splendid, na- 
tionwide coverage at a low cost-per-person . . . 
the small company would find even the initial 
production investment too costly. 


The question of using motion pictures in 
smaller organizations, then, simmers down to a 
discussion of the factors of primary costs. That 
movies and slide films can be successfully ex- 
ploited by small (industrial or commercial) or- 
ganizations of this seen 
through an examination of facts: They are be- 
ing widely and successfully used among firms of 
even less than $50,000 capitalization. 


country may be 


Producers will tell you that there are many 
factors which affect the price of a film produc- 
tion. Some of these may be controlled with care- 
ful planning. An organization may thus, 
through a careful advance consideration of 
all possible factors, find access to a film cam- 
paign in keeping with its usual budgets. Let us 
first consider a few of the items affecting costs. 
Then we may also see how, in the actual ex- 
amples cited, similar programs may be applied 
to small or “middle-sized” concerns. 

SOUND oR SILENT: Sound films 
are, of course, more expensive 
than silent ones. A good silent 
film has possibilities for certain 





FILM MAKING 


uses but of course sound offers the perfection 
worth striving toward. 


Morton Picture or SouND-Siipe: Sound-slide 
films are less expensive than motion picture 
productions — or at least, less in cost than 
sound motion pictures. These are being used 
with a high degree of success in many ways, 
and in many industries. They are particularly 
useful for sales-promotion and sales training. 
Good producers frankly admit certain advan- 
tages in each medium, and advise whether or 
not the sound-slide method is advisable. 


FeaAtuRE Piayers, or “UNKNowns”: “Big 
name” players naturally boost costs. Some- 
times they are used where nothing whatever 
is actually added to the significance of the 
picture. With well-known, widely advertised 
commodities “big names” mean “box-office.” 
In other cases, they may be too costly. Tech- 
nical productions seldom need names. However, 


real talent is always worth the price. 


TIME- 
Lapse, Orner Errects: Special processes such 


ANIMATION, CoLor, Stop-Morion, 
as the above naturally add to the cost of the 
film. The manufacturer should not arbitrarily 
decide upon their use; sometimes a hard-head- 
ed decision to use these, or not to have a film, 
has allowed other more practical-minded com- 


‘ 


petitors to “scoop” the manufacturer with a 
film which stayed within a limited budget, but 
which substituted other, less expensive meth- 
ods. One or more of these processes may, of 
course, be necessary (As color, in Over the 
Counter and Off the Shelf — selling advan- 
tages of good, colorful packaging.) 


CHoIce or Sets: “Natural sets” may often be 
substituted for built-up sets—as scenes in 
your own laboratories, workshops, etc. Simi- 
larly, costs may be cut, when necessary, by 
eliminating unnecessary but costly scenes. 


FitmMinG Processes—User or 35MM. TO 16MM. 
STRAIGHT PrRopUCTION ON 


16MM. The advantages of 35mm. are apparent; 


REDUCTION, OR 






16mm. is gaining favor for certain fields of use 
and is worthy of study by the small user. 

Lencta oF Propuction: Executives some- 
times decide that a long production is neces- 
sary, simply because it requires a correspond- 
ing length of time to “put across” a given idea 
in, for example, a sales-meeting. Producers, 
however, know many short cuts. Running time 
of a film naturally determines much of its cost. 


User or “Royatty Music”, Orcuestras vs. Re- 
CORDINGS, ETC.: The above items, very clearly, 
affect costs. Again, the producer is in the best 
position to decide upon the relative importance 
of a “name orchestra” vs. unknowns, etc. 

TREATMENT, CHOICE OF SuBJECT MATTER, ETC.: 
A script may be rewritten, or a “thematic idea” 
changed to get over the same basic idea, but 
saving greatly in costs. Many manufacturing 
concerns have learned that the extensive ex- 
perience of producers is valuable in this respect. 


How A NuMBER OF SMALLER ORGANT- 

ZATIONS Have Sotvep Cost ProBLeMs 
* The D. F. Gallagher Co., of Boston, Mass., 
some years ago decided that its methods of 
constructing and erecting “prefabricated steel 
buildings” were worthy of publicity. Direct- 
mail advertising was—and is—used, but it was 
difficult to show in printed literature the vari- 
ous operations, and to portray the relative im- 
portance of each. The market for such build- 
ings is, of course, a limited one. Therefore a 
widespread motion picture campaign could 
not be considered. Finally, it was decided that 
(Please turn to Page 28) 































» ei 








l Planning the 
2. Sele 


£ the Meeting 
cting the Place 7. Writj £ and Rehe 
Designing Banners. Sets, ete. 8. Providin 
Properties 

5 Training Speakers 


arsing 
Properties. & Projection Ex« 
#. Adapting 9. Furnishing Stage Manager and Personne] 
10. Furnishing auxili 


ary equipment. 
B. THESE IMPORTANT 


l. Hoy much tin 


2. In What or 


1Uipment 


le for each subject ? ‘aM Variety? 
ler should Subjects be taken up? t. Will the Program permit Showmanship? 
C. HOW SHOULD We PRESENT THE MATERIAL? 
(Discussed in the order nm which Circular Picture 


*% appear on this page) 
iSa usefy] medium, Se 4. THE PAGEANT has 
'S; the serim (a transparent screen spirational n 
he Photograph above) : the black- 


ganization m 
out or the Usual straight drama or comedy, *rofessional 


2. THE TALK With 


tion. 


Veral differ. 


improvemey 
; coaching 
Materia] presente 


its in 
and in the wr 
| is an ok 


ioe 4 SLIDEFILMS OR GLASS suipes Projected on the 
‘Peveate h a wh ; h screen drive home a chart of important illustra- 
Ditie tothe Its tom with ie canto vith sought 


expense js very slight and Variety Considerable. 
. illuminated or illustrated 

‘thods but its Principle asset is 6. MOTION PICTURES ca, save 
legibility from “ny part of the audience and laving the 
this element must be remembered jn ey ery ¢; factory, 


Various my 


time and effort 
age of rich 


SSCs, ete. 


advant 
New proce 


plus 
*ppeal. The home 
can be shoy n. 


ase, 


THES: PAGES py 


SOURTEsy OF THE JAM HANDY 
*“CTION AUDIV, ION Wr T COAST SOUND 


ANIZATION 
STUDIOs 


WILDING 
AND 7 “ 


Witt ARD 





a ee er 


— 



































raat | og 


x . . So ei > ns 54 ” 4 ms . ie 
oe so Sie Sane San eet Des Be eee le 





























SEE TREND TO FAST-MOVING VISUAL SHOWS IN 1939 


@ Gone are the convention yawns of yester- 
year, for today’s planned business meeting is 
as streamlined as a gazelle. Indeed, the rapid- 
fire pace of one recent annual gathering lead a 
wag to remark that next year’s late arrivals 
“had better not miss the first fifteen minutes 
or the whole show is likely to be over.” 

1939 conventions now being planned will 
save time for all in attendance and thus save 
plenty of company funds. More important, 
they will deliver the essential messages with 
vigor and directness and a greater percentage 
of material will be learned and used than ever 
before. Some of these gatherings, which here- 
tofore burned up weeks of valuable executive 
time, will not even require the attendance of 
these officials. All of them which adopt a con- 
vention planning program will very likely find 
their attending audiences as wide-awake and 
interested as a football fan at the Rose Bowl 
classic! 

The principal ingredients of this technique 
have been widely tested and most generally 
accepted in the automotive industries. Invet- 
erate “meeters” because of the nature of their 
distributor-dealer national sales organizations, 
the motor-car manufacturers have achieved an 
enviably high level of efficiency. Sound motion 
pictures, playlets, slidefilms, illuminated charts, 
carefully trained sales lecturers and even ela- 
borate pageants are being used with telling ef- 
fect and spring from the same fount of Show- 
manship which each ycar make the National 
Automobile Shows the country’s most impor- 
tant business exhibitions. 

Of all the media used in the staging of these 


“streamlined” meetings, the sound motion pic- 
ture is most typical and is enjoying increasingly 
greater acceptance. Because it can personify 
company officials, demonstrate new processes 
and illustrate in action various sales techniques. 
the movie is already replacing much of the 
deadwood associated with the slumber-sessions 
of the past. Many variations are possible: ac- 
tion scenes stop into still-life screen illustrat- 
tions (slide-films) when a point is to be em- 
fade 
“real-life” playlets and “blackouts” on the 


phasized: short movie sequences into 
stage. 

These films make it possible to save execu- 
tive time and travel: the president of National 
Dairy Products, Mr. Thomas H. McInnerney 
and Sales Manager E. J. Finneran addressed 
seventy subsidiaries through the medium of a 
screen interview which explained the sales poli- 
cies and merchandising campaign to those in 
attendance at the company’s regular series of 
Spring sales meetings. Another large corpora- 
tion now holds four annual one-day meetings 
on this “planned” basis and has eliminated 
completely the time loss of its executives 
wasted on the one week-long convention for- 
merly held. This particular series is one of the 
fastest-moving shows on record. 

Again the rapidly increasing importance of 

(Please turn to Page 40) 


ILLUSTRATED ON THIS PAGE IS THE 
CLAIROL THEATRE BOXOFFICE SETUP 


(top right); typical admittance 
tickets to streamlined business 
shows and scenes from the sound 
motion pictures used. The “Blue 
Coal” picture and Eveready Pres- 
tone’s Revue film are illustrated 
at the right. Note the clipping 
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THE BIRTH 
of the 
SALES FILM 


(fR ack To The Old Farm, a one-reel feature 
eo film produced in August, 1911, by the 
famed old Essanay Company for International 
Harvester is said to be the first motion picture 
used for industrial purposes. However, the Har- 
vester company had shown motion picture 
views of plants and equipment in portable tents 
at state fairs and similar gatherings for several 
years previous to 1911. There are indications 
that other industrial firms had used the me- 
dium also. 

Back To The Old Farm has probably the 
more important distinction of being the first 
motion picture to apply showmanship to sell- 
ing. At the Dunham farm near Wayne, Illinois, 
and in the old Essanay studios where the once- 
popular Keystone comedies were made, and 
Charlie Chaplin, Wallace Beery, and Beverly 
Bayne trod the boards, Business stepped into 
the drama of the screen for the first time. 

Neither the Harvester company nor the pro- 
ducer had any idea they were making film his- 
tory. Every year throughout the winter months 
Harvester dealers had held ‘entertainments’ for 
farmer customers. These groups eager for diver- 
sion were a ‘ready made’ movie audience. The 
revolutionary changes being brought about by 
tractor and engine power in farming supplied 
the sales drama. 

Stripped of pantomime and melodrama typi- 
cal of the early movies, Back To The Old Farm 
stands out as a remarkably successful first at- 
tempt to use motion pictures to sell machines. 

At an infinitesimal cost per person it was 
shown to millions of farmers, and helped to 
bring the gospel of better farming into many 
far away places. 

* * * * 

The one remaining print, long since removed 
from circulation, takes a well earned rest on 
the top of the rack in the film vault. When the 
slightly rusted can is pried open there is a 
strong musty smell of camphor in the air. Al- 
though more than a quarter century old, its 
surface scratched and scarred, the film still pro- 
jects legibly. Faithfully it unfolds the story of 
George Randall the farm boy who left behind 
him the drudgery of farming and his rustic 
sweetheart (Beverly Bayne) to seek his for- 
tune in the city. 

The years pass. George, now a successful busi- 
ness man, accepts an invitation to return to 
the old farm. There his sweetheart, grown to 
womanhood, shows him the changes ten years 
have made in methods of farming. Tractors are 








at work plowing the ground. The grain is being 
cut and bound without the hardships of hand 
labor. And a gasoline engine drives an electric 
generator, furnishing current to operate a 
cream separator and churn. Perhaps strangest 
of all an “auto wagon” with high wheels neces- 
sary to navigate muddy farm roads, is busily 
hauling people and produce here and there. 
(Indeed many of the sights on the farm are 
stranger to us than they were to George.) 

Following this pleasant introduction to farm- 
ing “the modern way” the lovers lose no time, 
and in a moonlight scene whose romantic at- 
mosphere is enhanced with sepia tinted film, 
they decide to elope. 

The next day the mailman (appropriately 
driving an International truck) delivers a letter 
to the master and mistress of the “old farm”. 

“Uncle Jim,” it reads, “you said the auto 
wagon was good for anything — it’s good for 
midnight elopements. George”. 

And so with the proper degree of surprise 
from Uncle Jim, the first “commercial” movie 
with a plot comes to its dramatic conclusion. 

Not only was Back To The Old Farm to 
make film history, but several of those who 
helped produce it were beginning careers of 
importance. 

The script was written by E. L. Barker later 
known for his work on Birth of a Nation. Super- 
vision of the production was the first assign- 
ment given Frank W. Heiskell just come to the 
advertising department of the International 
Harvester Company as assistant manager. 
Later Mr. Heiskell, as advertising manager, be- 
came known for his effective use of the medium 
he had pioneered. Under his guidance a motion 
picture department was set up where many 
reels of educational and industrial films on 
every subject from Diesel engines to farm come- 
dies have since been made. 

It is noteworthy that this first dramatic sales 
film, while definitely designed to show the ad- 
vantages of farming with machines, did not 
plug the product to the exclusion of dramatic 


interest — a fact well worth remembering. 


THE FIRST ADVERTISING FILM? 

* The business movie has a historical edge on 
the entertainment product. Somewhere _ be- 
tween 1896 and 1900 Kuhn and Webster pro- 
duce a picture Dewar’s Its Scotch which was 
projected by Edwin Porter (famed pioneer of 
the early movies who later directed and photo- 
graphed The Great Train Robbery, first movie 
with a plot). Porter projected the film on a 
screen billboard facing Broadway at 34th 
Street in New York City. In the 40-foot length 
of the subject four men dressed to represent 
Scotchmen do a crude Highland Fling before 
a painted backdrop of Dewar’s Scotch Whiskey. 

Unfortunately, “the cameraman did not aim 
his camera properly,” says Terry Ramsaye of it 
in his ‘Million and One Nights’, “for the fourth 
man and the word ‘Dewar’s’ are only partially 
visible at the left.” 


FILMS IN THE 


A Sequel to the 


Zenn 


@ “All Gaul”, it was once said, “is divided into 
three parts.” To divide this subject into its 
natural parts — of which there are two — we 
find that films have two prime uses in the store 
field: 1. Training. 2. Selling. 

The first, and, for the minute, the widest 
niche for films is in sales training work. Otho 
Hicks, of The National Retail Dry Goods As- 
sociation, says that the big limitation of the 
training film is the general quality of the film, 
and Edward Weiss of the Grey Advertising 
Agency puts his finger on the sore spot when he 
points out that most of these films have been 
paeans of self-praise for the manufacturer, 
rather than sources of merchandise information 
for the girl behind the counter to use in her 
everyday selling. What she wants is basic mer- 
chandising facts and not a short history of 
every molecule that goes into the product, to- 
gether with a series of glorified perspective 
shots of the manufacturer’s plant. As an ex- 
ample of a practical film he mentions the one 
presented some while back by Kenwood Blan- 
kets. This film gives the girl definite phrases 
and bits of showmanship to use selling blankets. 


A recent survey made by Retailing confirms 
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S. H. Camp C« 


DEPARTMENT STORE 


Business 


Kaufman, Author of 


Screen Survey by 


“Showmanship in Business” 


Hicks’ point of view. Retailing interviewed a 
group of store personnel directors in New York, 
and found the opinion almost unanimous. The 
stores reported an average of from 4 to 6 show- 
ings per year. It might be pointed out, however, 
that New York stores are quite large and can 
afford to do their training in their own way. 
Whereas, the smaller out of town shops need 
ready-made training services. But, in further 
confirmation, a resident buying office reports 
the same feeling among out of town stores — 
that the films are too “selfish” 
ful enough. 


and not help- 


One problem, of course, that bothers the re- 
tailer is the scarcity of projection equipment. 
Probably only a hundred stores — from coast 
to coast, own 16mm. sound projectors. 

To meet this problem, Kenwood Mills 
handle all showings themselves. Burton Pfeif- 
fer, of Kenwood Mills, goes from city to city 
with his film and equipment and personally 
puts on each show. He introduces the film, 
briefly, and then follows it with another short 
talk. The largest stores in the country have 
been glad to have him as a visitor and many of 
the stores have unhesitatingly said that Ken- 





wood's Bedtime Story is the best sales talkis 
they have ever seen 

Why? Because the film deals with a practical 
selling situation. The story opens in a custom 
er’s home — husband gets up grouchy, because 
he nearly froze to death under a shrunken 
blanket. Refuses to buy wife a new hat. Scen 
changes to an afternoon bridge game, where 
our heroine is advised to buy a Kenwood. At 
the store we see her start to buy a cheap blan- 
ket — then the girl turns on the heat and sells 
the Kenwood. We see the customer interpose 
objections — we see how the clerk answers 
them. One nice bit of Showmanship is the spot 
where the clerk picks up the blanket by a few 
hairs to show how strong it is. This clicks so 
strongly that when the customer gets home, 
». S. He 


and wife gets the 


she repeats in front of her husband. | 
gets a good night’s sleep 
hat. 

The film presents an almost perfect formula, 
both in plot and in handling. As Edward Weiss 
(Author of How to Sell Thru Department 
Stores) says — “What a store needs is a film 
that is not too heavily laden with prestige ad 
vertising or processes of manufacture — but 
rather a series of simple shots that tell the girl 
what to say to sell the product.” 

Grey followed this formula in Knowing It 
And Showing It, a sound slide film they did for 
Printz-Biederman, coat & suit manufacturers. 

Women’s Wear gives considerable space in 
a recent issue to a description of this film. The 
story tells, in part, that “Knowledge of stock; 
knowledge of fashions and how to present them 
to different types of customers these are the 
two basic principles which enable sales clerks 
in every department to sell more of almost any 
merchandise. This is the theme of the training 
film, “Knowing It 


this season for Printz-Biederman by 


and Showing It, prepared 
Audi 
vision, Inc. The producers declare it to be the 
first film on salesgirls’ training in ready-to 
wear selling ever made in the women’s outer 
apparel industry. 


“In the early part of the film, which has dub 


THREE SCENES FROM TYPICAL SLIDE FILM MATERIAL AVAILABLE 
TO THE TRAINING DIRECTOR OF THE DEPARTMENT STORE. PHOTOS 


right and left are from the Wool Industry series and the 
center illustration is from Cooper's recent underwear sub- 


ject for the retail trade, described in a recent issue 


bed-in musical and voice accompaniment, an 
experienced sales-person in a coat and suit de- 
partment is shown pointing out to a new clerk 
that more sales are made through the simple 
device of the merchandise approach. The latter 
girl learns that the first and vitally important 
step in successful retail selling is to know all 
the fashion features and selling points of the 
goods in her department. Next, she is told that 
these facts should be selectively presented in 
phases which apply specifically to the indi- 
vidual customer. This practice immediately 
arouses the customer's desire to own the gar- 
ment and tends to make a permanent customer 
for the store, it is maintained. Finally, the in- 
experienced clerk learns that, while certain de- 
ductions can be drawn from a customer's age 
and general appearance, it is never wise to as- 
sume that any customer is only interested in 
low-priced merchandise. It is always easier to 
“come down” than to “trade up”, the girl is 
reminded.” 


SUPPLEMENTARY TRAINING MATERIAL NEEDED 

Otho Hicks further points out that one of 
the greatest weaknesses in the present han- 
dling of sound slide film pictures is the absence 
of proper supplementary training material. He 
Says, “The good effects of such a film evapor- 
ate very quickly unless they are tied down with 
good printed material.” 

Few manufacturers have provided any 
printed material to help supplement their train- 
ing films. Much of the enthusiasm and educa- 
tional work done by the film dissolves very 
rapidly unless crystallized in some permanent 
form. The Nashua Manufacturing Company, 
as an exception, provided department stores 
with a quiz sheet to be used in connection with 
their movie, Cotton From Seed to Cloth. The 
quiz sheet was to be handed out before the 
film was to be seen — then the film was to be 


run. The quiz sheet consisted of 25 questions, 





many of which could be answered by filling in 
one blank space and by crossing out two out 
of three alternate answers. The quiz sheet in- 
cluded such questions as ““What Country 
Grows the Most Cotton?” “Which is the Next 
Largest Producer of Cotton?” “Why is the fol- 
lowing statement true: The Deeper the Nap, 
the Warmer the Blanket?” “The Calendar is 
a Machine which, (Starches, Roughs, Smooths 
or Naps) cotton sheeting. 

Along the same line, The Wool Institute pro- 
vided stores with a little booklet called “Re- 
member.” The booklet included a picturization 
of the sound slide film and across the bottom of 
each page, under the caption of “Remember” 
is a brief summary of the pertinent facts devel- 
oped in the picture, such as Remember: Wool 
is Strong and Durable. Wool Institute also fur- 
nished stores with a seript and guide and a “list 
of selling phrases which have been tested.” 

Many stores have used Everybody Ski, fea- 
turing Hannes Schneider, the famous Austrian 
skiing instructor. The film was made by the 
E. I. Du Pont de Nemours Company to do a 
constructive background selling job for Aridex, 
a water repellent used in treating ski wear. 

Sears Roebuck is using a film of their own, 
The True-to-Life Story of Mary, to promote 
corset sales. It gives women a comprehensive 
and authoritative lesson in what proper corset- 
ing will do for the feminine figure and health. 
Carol Post, a corsetiere consultant, makes per- 
sonal appearances with the film. 

McCreery’s, in New York, found a new use 
for movies, when they rented old time feature 
pictures from the Stone Film Library and 
showed them in their store auditorium (seat- 
ing 300). The films proved to be a grand traffic 
getter, pulling over 5,000 people in their first 
week. People stood in line to see Wm. S. Hart 
and Mary Pickford, and between shows they 
flashed humorous merchandising suggestions, 
such as “Ladies will please remove their hats 
and go to the millinery department, where 
newest spring models are on sale.” The results 

(Please turn to Page 42) 
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High over surrounding Chicago 
soars this 44-story building. 


Light and airy office suites-on every 
floor are available in varying sizes. 


1 typical studio-audience room 
ideal for vour dealer meetings. 


The world-famous Civic Opera 
Theatre offers thousands of seats. 


A WORLD’S FAIR AT 
°) NORTH WACKER DRIVE 


HOME OF THE FAMED CHICAGO OPERA, LIGHTING INSTITUTE, 
CIVIC THEATRE, ELECTRIC CLUB AND OFFICE HEADQUARTERS 
FOR AMERICA’S LEADING NATIONAL BUSINESS ORGANIZATIONS 


HE TOWERING WALLS of Chicago’s most complete theatre-office building house a per- 

manent exposition of modern business efficiency, engineering skill and a veritable 
World’s Fair of cultural and educational attractions. Its world-famous theatres play host this 
season to great stars of the operatic and concert stage; its many meeting rooms and auditor- 
iums welcome groups both large and small and of a thousand varied interests. The ever-popu- 
lar Electric Institute, a fascinating exhibit hall of Electrical Progress, presents displays and 
lectures to thousands of visitors each month. In the luxurious lounges and dining rooms of 
its club floors, prominent Chicagoans relax to enjoy an unexcelled cuisine. Convenient pub- 


lic restaurants in the building serve visitors and office workers economically. 


Because of its ideal central location with every type of local transportation at its imme- 
diate doors, Twenty North Wacker Drive is an efficient office headquarters for many large 
national business organizations. At the hub of Chicago’s wholesale markets, it is also within 
a few blocks of the Northwestern, Union and LaSalle rail terminals. Not only the advantage 
of its location just outside the higher-priced parking zone, but its extremely light and airy 
office suites make Twenty North Wacker Drive a favorite business center. Add to these ad- 
vantages the many large and small meeting rooms, exhibit halls and convention areas avail- 
able for group and dealer meetings or national gatherings! Purchasing agents, sales mana- 


gers, office executives and other company officials will profit by a tour of inspection. 


For complete information con- 
cerning these facilities address 
the offices of the president, Mr. 
J. C. Thompson. No obligation. 
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NORTH WACKER 
DRIVE in CHICAGO 





The comfortable theatre of the Electric Institute 
is also typical of available audience rooms here. 
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The Value of Films for Travel Agents 


by W. A. Probst, Motion Picture Division, Cunard White Star Line 


@ This year alert agents are forgoing ahead, 
making the most of such opportunities as mo- 
tion picture showings open up to them. They 
are not just waiting for prospects to turn up, 
but are going out after them conscientiously. 
Attractive travel motion pictures do most cer- 
tainly provide farsighted agents with a means 
not provided in any other way quite as effective 
to bring hidden prospects to light. 

Steamship agents, in fact, are fortunate in 
that motion pictures of travel are in great de- 
mand by the public. Everyone’s curiosity is 
aroused by the vistas of foreign lands. Every- 
one immensely enjoys an imaginative trip to 
other worlds and “gets a kick,” as it were, out of 
seeing where the other fellow lives, how he 
lives, and what he does. For these reasons, the 
better kind of travelogue is always sought. 
Here, then, is the steamship agent’s big chance: 


he thus has a means of doing something for a 


group gathering of prospects. The motioi 
tures, in other words, enable him to make de- 


sirable contacts, such as he might not-begbte- 


to make in any other manner. 

If one thinks it over he will come to the con- 
clusion that most people worth cultivating be- 
long to some organization or other. communy 
affairs, or have social, religious, fraterna 
cational or business interests of some so 


that they are always anxious to learn "some-_ 
thing and to enjoy wholesome entertainment. ™ 


The steamship agent should conseque 
have little ,if any, difficulty in inducing o 
ganizations to sponsor film travelogue show- 
ings. 

Usually when approached, groups take up 
the idea with great pleasure. It is surprising 
to know the various ways in which they work 
the motion pictures into their programs and 
often draw out large attendances, which is to 
the benefit of the agent providing the showing. 
Some of the different types of program and an 
effective agent tie-in will be discussed in an- 
other article in order to place steamship agents 
in a position to offer suggestions ,most benefi- 
cial to themselves, when they are arranging for 
showings. 

Agents may wonder what organizations they 
ought to approach. There are, of course, a large 
number of different group types. For instance, 
there are schools, colleges, universities and 
other educational institutions (such as private 





academies) where the films may be used for 
parent-teacher meetings, fraternity socials, fac- 
ulty affairs luncheons. Then, also, there are 
lodges, clubs, societies, churches, employee wel- 
fare associations, particularly of large utility 
companies, fairs, conventions and many other 
types of group assemblages. Furthermore, 
there are groups of foreign peoples who have 
strong ties abroad and every reason for visiting 
their homeland. Any competent agent will 
know of them, where they meet and when. Fin- 
ally, there are private groups where showings 
before small private gatherings may be quite 
effectively made. All such groups are at the dis- 
posal of the live agent. A travel film program 
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at their meetings has but to be offered them at 
the appropriate time. They will welcome the 
agent’s suggestion and will gladly permit him 
to distribute his literature as well as to speak 
up for himself. All groups will give the agent a 
good boost in their publicity articles and plat- 
form or pulpit announcements. 

It may be well here to mention something 
about the convenience of small size films, the 
low cost of fine highpowered projectors so much 
in use, and the small amount of equipment re- 
quired to stage a showing. 

The small (or 16mm.) size films are low in 
cost and are easy to handle, and the trend is 
definitely toward this type film for advertising 
and publicity purposes. Phenomenal develop- 
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ment has been made in them. They show up 
well, even before large audiences and can be 
exhibited at little or no expense. They are of 
safety composition and, therefore, no restric- 
tions hamper their free use. A list of the large 
number of Cunard White Star films available 
for free loan to steamship agents may be ob- 
tained on request. 

Modern small size film projectors, too, are 
relatively low in cost. They are now made to 
use powerful lamps up to 750 watts and put 
a clear and bright picture on the screen. Pro- 
jectors such as the sturdy machine manufac- 
tured by one national projector manufacturer 
(which the Cunard White Star Line use ex- 
clusively) are efficient and very simple to oper- 
ate. Moreover, they are exceedingly reasonably 
priced. With the prices of modern, high-pow- 
ered 16mm. projectors ranging from about $50. 
net, for substantial machines, it is possible, con- 
sequently, for many agents to have their own 
projectors, and many agents now do have them, 
: Sable merely to borrow the free loan 
films andjshow them themselves, without fur- 












e or expense. 

By spécial arrangement, the Cunard White 
ine provide an operator and full equip- 
Un sive showings before audiences of suf- 
and importance, in cooperation with 
ents, in territories where the com- 
Pa@itices are equipped to render this serv- 


is quite evident that there are many pos- 
sibilities in movies for the steamship agent. 
These possibilities become even greater as time 
goes on and people have more leisure time and 
increased purchasing power. Motion pictures 
of travel are of value to steamship agents be- 
cause they enable agents, first, to make desir- 
able group contacts with large numbers of peo- 
ple and with excellent tie-in opportunities; 
second, to create an interest in steamship travel 
by graphic presentation of tours, trips, and 
cruises, and finally, to cultivate prospects quite 
effectively at little or no expense. 

While motion picture showings certainly help 
to bring the agent an immense amount of good- 
will and so are sure to have a favorable in- 
fluence on his passenger bookings over a period 
of time, they often also bring him immediate 
results, according to the reports many agents 
make from time to time. 























































































































What the Railroads are Doing 


® The title of this article is in reality a tragic 
contradiction of an unrealized opportunity. 
The answer to the question it suggests is that, 
with few exceptions, American railroads are 
making too little use of a medium which far 
excels any other in their advertising and sales 
promotion budgets. 

Here are a few factors for rail executives to 
consider: 
1. The railroads need a constant level of busi- 
ness; advertising expenditures must produce 
vacation travel for all seasons. 
2. The railroads need a public sympathetic to- 
ward their economic problems; an understand- 
ing still demanding of much education. 
3. The railroads have widespread public inter- 
est; the normal romantic urge for travel re- 
quires only the most effective type of media 
for transforming such interest into sales. 
4. Most railroad films are antiquated beside the 
standards of the average commercial sound mo- 
tion picture and sound slidefilm of today. Neg- 
lected because considered too often as a “side- 
line”, films are “dated” because of age and 
mostly silent. 
5. Present-day production improvements will 
now afford natural color films, complete with 
sound, for less than the silent product of five or 
ten years ago. The unit cost-per-person reached 
will be as low as any medium now in the budget 



































based on the effectiveness achieved in produc- 
ing actual sales of travel. 

6. A final important point: the railroads have 
a greater employee-training task than many 
other industries; must train salesmen of pas- 
senger travel and freight, service employees 
and mechanical help often scattered over a 
large area. 

Wuat Asout DistrisuTion? 

Glance through the list of travel promotion 
films printed below. The stand-out pictures 
such as those offered by the Chesapeake and 
Ohio, the Union Pacific and Southern Pacific 
lines can get all the distribution wanted from 
schools, clubs, lodges and other groups of in- 
dividuals who must be considered excellent 
travel prospects because of their community 


Sounp Suiiwe Firms Userut 

There is one bright, optimistic sign on the 
horizon in the widespread acceptance of the 
sound slide film in this field. The Association of 
American Railroads with its service films 
Friendliness, Too and All Aboard, the Illinois 
Central Railroad and the Santa Fe have been 
making these economical film strips. A Norfolk 
and Western historical subject is also note- 
worthy. These are made both for employee use 
and for group distribution among clubs, etc. 
by company representatives. 


TYPICAL RAILROAD PROMOTIONAL FILMS 


Selections from a list prepared by the American Association of Railroads 


Arcuison, Topeka & Santa Fe: Doing the South Rim - 
Grand Canyon National Park, 1 reel, 16mm. & 35mm.; 
silent; Old Trails & New —- The interesting Indian detour 
region of New Mexico; 1 reel, 16mm. & 35mm.; silent. 
Four others listed 


Battrmore & Onto: Pageant of American Inland Trans- 
portation — Historical; 16mm. & 35mm., silent. 


~ 


“HESAPEAKE AND Onto: George Washington's Railroad - 
Story of the Chesapeake & Ohio Railroad. 16mm. &35mm.; 
sound, 60 minutes. The Coal Bin of America — Story of 
coal from & 35mm.; sound, 


mine to market; 16mm 


30 minutes. 


= 


‘HIcaGo, Mitwaukee, St. Paut & Paciric: The Trail of 
the Olympian Scenes along the route of the Olympian, 
from Chicago to Seattle, including Yellowstone, Mount 
Rainier and Mount Baker; 8 reels, 16mm. & 35mm., 
silent. 
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“nicaco, Rock Istanp & Pactric: Outdoors in Colorado 
Colorado scenes, Rocky Mountain National Park; 16mm., 
silent; three reels, 40 minutes. As Modern As Today - 
Some phases of railway operation, using locomotives as 
theme; 16mm.; sound; 10 minutes. Two others listed. 


Cuicaco & Nortnuwestern Rawway: Proviso Yards 
The immense railroad cross-section; 16mm.; silent; 1 reel. 
Automatic Train Control — The operations portrayed; 


16mm.; silent; 1 reel. The 400 — 16mm.; silent; 1 reel. 


Denver & Rio Granpe Western Rarroap: Thru the 
Rockies by Rail — Scenes on trip from Denver to Salt 
Lake City via the Royal Gorge Route; 16mm.; silent; 
40 minutes. 

Intinois CentraL System: Mezico — Scenic attractions 
of Mexico; 16mm., silent, two reels. Neath Sunny Skies 

Scenes along Illinois Central in the South; 16mm., 
silent, two reels, 11 minutes each; 16mm., sound, one 
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reel, 22 minutes; 35mm., seund, one reel, 20 minutes. 
Two others, both silent & sound, 16mm.., listed. 

New York Centrat Lines: Green Thunder — Film featur- 
ing Niagara Falls; 16mm.; sound and silent; 1 reel. 

New York, New Haven & Hartrorp: Snow Trains of 
1936 — Winter Sports film; 16mm. & 35mm.; sound, 
25 minutes. 

Nortuern Paciric Raiwway: Westward Ho! 
silent; 17 minutes. Ranch Holiday 
minutes. Dude Ranch Vacations 
others, all silent, listed. 


16mm.; 
16mm.; silent; 17 
16mm.; silent. Siz 


SEABOARD 
Florida 
Soutuern Paciric Rattroap: Merico and Its West Coast 
Scenes in Mexico; 16mm.,; silent; two reels. Four Ways 
Westward — Scenes along Southern Pacific’s four trans- 
continental routes; 16mm.; silent; two reels. Daylighting 
the Padres’ Trail — Taken through the windows of the 
“Daylight” on its coastline run; 2 reels; sound. 

Soutuern Paciric Lines: Mardi Gras — Scenes of Mardi 

. Gras festivities, New Orleans; 35mm.; silent; one reel, 
15-20 minutes. Trail and Rail — Scenes along Southern 
Pacific Sunset Route, Steamer New York to New 
Orleans, Southern Pacific rail lines New Orleans to San 
Francisco; 35rmm.; silent; three reels; 15-20 minutes each. 
Five others listed. 

Union Pactric R. R.: Southern Utah Parks — Three travel 
films portraying the amazing beauty of Zion National 
Park, Bryce Canyon and other scenic wonders of Southern 
Utah; 16mm., also 3 reels in 35mm., silent. Southern 
Utah Parks — 35mm., in technicolor and sound; not for 
general distribution, but available for special showing at 
conventions. Los Angeles — Wonder City of the West 
— $5mm., in technicolor and sound; not for general dis- 
tribution, but available for special showing only. 


Arr Line Rattway: Orange Blossoming in 
2 reels, 16mm. and 35mm., silent. 









THREE SCENES (LEFT ABOVE) ARE FROM ‘‘DAY- 
LIGHTING THE PADRES’ TRAIL"'—FIL™ PRO- 


duction forthe Southern Pacific Lines 
by Castle Films. The trains below are 
from the Vocafilm All Aboard produced 
for the American Assn. of Railroads. 


























@ Thousands of people will fly to the New York 
World’s Fair of ’38. This is the opinion .of 
United Airlines’ advertising and publicity per- 
sonnel. And it is also their opinion that many of 
these customers will have been sold their trip 
by motion pictures. 

Movies have, indeed, afforded a splendid 
vehicle for the advertising of air-travel. It is 
not an easy job to picture the comfort and de- 
lights of air travel to the ground-minded per- 
son. 

But motion pictures can, almost literally, 
sweep Mr. and Mrs. Prospect off their feet . . . 
up into the “sky oceans”. And Mr. and Mrs. 
First-Timer will enjoy the “trip” . . . find the 
sky smooth, the sensation of soaring far above 
the earth not at all bad. 

Romance of the Mainliner shows “. . . the 
careful takeoffs and landings in every 
United airport . . . keeping planes directly on 
their courses through use of the radio beam... 
precisive testing of instruments, motors 
training of pilots”. 

The 31-minute movie takes the audience on 
a transcontinental flight, introduces them to 
all the thrills, beauties, and special comforts of 
sky-travel. 

Romance of the Mainliner is being especially 
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UNITED BRINGS THE 
SKYWAYS TO EARTH 


edited into a “World’s Fair edition”. It may be 
adapted to sound, running about 20 minutes. 
Filming was handled by Bob Tavernier, under 
the direction of Elmo D. McGlone. Publicity 
Director Bob Johnson was responsible for edit- 
ing the production. 

The film intended for 
United’s 25 branch offices. Its popularity, how- 


was showing in 
ever, caused United officials to have a number 
of additional prints struck off. Six prints are 
kept busy in Chicago schools alone. Handled 
by the Y. M.C. A. film bureau, and many uni- 
versity libraries, it has in its short existence en- 


an exceptionally good distribution. The 
yil Company of California has shown 
oduction to over 2,000,000 people to date. 

The basic problem of this air picture was to 
portray flying as an entirely natural means of 
travel. This was accomplished by showing 
pilot and co-pilot navigating their ship with 
assurance, using the modern highly developed 
instruments . . . the steadiness of the plane as it 
rises, descends, lands, as viewed from another 
plane . . . comfortable, pleased passengers . . . 
a stewardess putting a child to bed . . . dinner 
high aloft, in a “bed” of fleecy cumulus clouds. 

All of these attractive, natural features of 
sky travel have made it possible for Romance 
of the Mainliner to make the business of flying 
appear as it is — a modern, safe, and conveni- 
ent mode of travel. 

The picture, United officials are sure, has 
aided greatly in breaking down the barriers of 
ground-minded skeptics. 

* * * 
Editor’s Note: At least one other major airline 
has films in preparation and announcement of 
this and other travel material in use will be con 
tained in a sequel to this review of the travel 
field to be published in an carly 1939 issue of 


Business Screen. 


RaILroap TERMINALS IN ALL Principat Cities Arrorp Tue Rartroap Companies A Rea Opportunity 
to present their own travel films to the audiences created among waiting passengers. Barnes & Reimecke, in 
dustrial designers on the consulting staff of Business Screen, here suggest a small theatre, similar in setup to 
the newsreel auditorium in New York City’s Grand Central Terminal. 
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BUSINESS IMPROVES ITS 
EDUCATIONAL FILMS 


BY ARCH A. MERCEY 
School of Public Affairs, 


American University 


@ Business is going to increase its use of motion 
pictures. Many of the new films will be used in 
schools. Education is growing increasingly crit- 
ical of industrial films. The problem: 
business make films which the schools will ac- 
cept? 


How can 


Educators have long used industrial films 
because few others of merit were readily avail- 
able. The indifference with which many of these 
films were made and distributed did little to 
elevate the standards of this type motion pic- 
ture. 


































While progress has been rapid in many fields 
of education, one must reluctantly report that 
as far as motion pictures are concerned edu- 
cators are in the main back in the horse and 
buggy age. Only a few glimpses of light dot an 
otherwise dark horizon.** Too often educators 
have lacked understanding, appreciation, and 
discrimination in the use of visualaids. Many 
teachers are wholly unconscious of the useful- 
ness of new picture techniques in a 
vancing society. € 

A few leading educators are Concentrate 
presented by advances in 
| A primary task of teachers 
properly evaluating the place of the 

im im the school. Business may soom 

Bis to cease being the distribution 

any type of film it makes. 





attitude on the part of educators, can 
expect to obtain distribution among 
pat all? The answer: a conditional 
problem might be restated thus: 


is going to increase its use of movies 

a zi es Gay 
ined for one not in education to t 
contributions to the educational 
tz’s The Plow That Broke The Plains 
which recently won the 1938 award as the 
world’s outstanding documentaries in 
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and education is going to become increasingly 
critical of the business film. Query: 
irreconcilable conflict? 

Aside from much of the shallow ballyhoo 
which press agents write for trade 


is there an 


association 
the 
fact remains that industry has much to offer. 
In fact, business has a great deal more to offer 
than it has intelligently utilized in the past. 
We are living in an age of technological tenu- 
mechanical miracles 


banquets about the “romance of business”, 


ousness, -a super-com- 
plex world of streamlined inventive genius. 
This world is a vastly exciting one. The million 
and one cogs making up the machine of busi- 
ness; the complex processes, methods and de- 
vices of modern life is a new frontier challeng- 
ing the best of our film makers. 

Hollywood has not realized the tremendous 
possibilities inherent in the machine age. The 
Federal Government has been too busy with 
its problems of human and natural resources 
to tap the reservoir of machine age possibilities. 
Business, therefore, must portray its own thrill- 
ing story. But how can business tell that story 
which will meet the demands of the educator? 


Factors oF EvALUATION 


1. The films must be factual and not philo- 
sophic. Education fears propaganda and busi- 


ness itself should be aware of internal conflicts 


. 


live rise to inter-industry propaganda. 
ganda in the past has kicked back on in- 
' id there seems no reason to believe that 
fill not repeat itself in terms of new 
over, the inter-industrial com- 
i seem to dictate an assiduous dis- 
ganda. For example, the brick 
want his children to see films ex- 
sriority of cement over brick or 
r does not want his youngsters 
t say brick or lumber is prefer- 
fent.* 
# must be exciting and entertain- 
ashioned “educational” is the epit- 
Iiness. Movies made their reputation 
by giving people entertainment and excitement 
in a mew medi Pupils can see Greta Garbo 
or Joan Craw B slick M-G-M production 
atthe theater for a quarter 


wa 
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They will not be satisfied with a dull substitute 
in movie form even if it is free and given in the 
name of education. The films for school must 
have craftsmanship and class; 
will not suffice. 

3. The films must articulate the facts of in- 
dustry honestly. Research is becoming of 
greater importance in all phases of modern life; 
we therefore 


cheaper articles 


“annot tolerate industrial films 
which are made with the general authenticity 
of a publicity blurb. 

4. Honesty in listing and announcement of 
films is essential. Business has not tried to mis- 
lead exhibitors, but some of the available lists 
are incomplete. For example, some film bureaus 
often list films without disclosing the maker or 
the name of the interested group which has an > 
axe to grind. Even educational institutions’ 
film libraries have omitted complete informa- 
tion. It is conceivable that educators might be 
misled if they book somewhat blindly without 
knowing what particular brand of bias they 
are getting. 

5. Industrial film makers might do well to 
organize a Council of Review which will evalu- 
ate industrial films designed for schoolroom dis- 
tribution. This council should include bona fide 
representatives of education, the consumer and 
business. Nor should the council be used as a 
rationalizing agency or a vehicle to give re- 
spectability to films which otherwise might not 
make the grade. This council might give a rat- 
ing of industrial films ranging from AA (excel- 
lent production, entertaining and accurate, no 
propaganda) to E (poor production, dull, filled 
with interest-group propaganda) . 

Some Prosects SuGGESTED 

How, now, can some of these criteria be used 
in improving the business film to meet educa- 
tional needs? Two types of films can be made: 
direct or instructional and indirect or institu- 
tional.* A General Motors film showing in de- ' 
tail the mechanics and operations of a diesel 
engine is direct while a documentary film on 
public housing made by U. S. Steel might be 

valled institutional. What are some suggested 
films which might prove acceptable? 

The railroads might film the evolution of the 
































streamliner or pictorialize the great system of 
signalling and dispatching. 

Autos might produce technical instructional 
films on engine design, metallurgy, or testing 
while a film on some of the social and economic 
results of the automobile in the last quarter 
century would be a valuable documentary. 

The exciting business of radio broadcasting 
offers dozens of opportunities for R. C. A., 
N. B. C., Columbia, Mutual or General Elec- 
tric. A series of dramatic, factually accurate 
shorts on heroism and life saving through tele- 
phone or radio use might be made. 

The insurance companies have a stake in 
public health. A series of documentaries on pub- 
lic health or preventive medicine would be a 
real contribution to education. A “Heroes of 
Health” series dramatizing some of the great 
historical landmarks in medicine might be 
made. These films could also be produced by 
great pharmaceutical houses like Eli Lilly and 
Company or firms like Johnson & Johnson. 

Some of the great paper companies might 
dramatize the excitement of modern publishing 
or the graphic work of publishing a metropoli- 
tan newspaper like the New York Daily News 
or New York Times. 

Some of the electric power companies might 
forget politics and concentrate on power for a 
change. Specialized instructionals on theory 
and mechanics of power service would find out- 


REVIEWING THE 


WASHINGTON. D. C.: Business Screen correspond- 
ent advises that the United States Govern- 
ment, through the facilities of the Department 
of Commerce has made plans for a new federal 
agency to undertake to aid the distribution and 
showing of industrial films for “consumer edu- 
cation” purposes. Through co-operation with 
the national Chamber of Commerce the new 
program will extend the present distribution 
furnished by the Bureau of Mines. Only films 
of four reels and longer will be distributed 
through local committees on consumer educa- 
tion to be set up in cities and towns. 
Whether the newly established United States 
Film Service would figure in this program was 
not established but a centralized Washington 
distributing setup will serve the local commit- 
tees with prints owned by the government and 
shipped under the Government franking privi- 
lege. The new organization is to be known as 
the Industrial Film Institute. 
CHICAGO, ILL.: A new filmslide technique co- 
ordinated with educational radio broadcasts 
was demonstrated at the Radio Education 
Conference held here at the Hotel Morrison on 
December Ist. A. R. Mayer, in charge of ar- 
rangements for a nationally syndicated film- 
slide service to be furnished in connection with 
the American School of the Air programs of 


lets in science and engineering classes, while an 
institutional fact-film on modern power can 
have immense excitement. 


Orner TEeacuine Alps 

Business might well make films which would 
supplement laboratory experiments in physics, 
chemistry and biology. Films which not only 
show simple experiments with Boyle’s law, the 
principle of Archimedes or.other basic funda- 
mentals might be amplified into present day 
film translations of those principles in action. 
This type instructional would be a contribution 
to the school, would gain goodwill for industry 
and would offer students improved learning 
devices good for an indefinite period. 

Illustrations might be multiplied ad infini- 
tum. The responsibility for doing intelligent 
films is industry’s; the responsibility for what 
our children see in the public schools is educa- 
tion’s — both must work together if we are to 
gain the greatest good from the modern motion 
picture. Business is missing a genuine oppor- 
tunity for doing -good for itself and for the 
schools if it does not assume its responsibility 
in the production of straightforward, honest, 
entertaining and edifying films for the schools. 
* The social documentary type of film utilizes social data 
and with such must perforce utilize premises which are 
sometimes controversial. Hence this type of film is often 
charged with being a “propaganda” film. The business 


functional film pictorializes processes, devices, and methods 
and hence is able to avoid the use of controversial data 


LATEST NEWS: 


the Columbia Broadcasting System, discussed 
the plan before educators in attendance. 
ROCHESTER, N. Y. The Eastman Kodak Com- 
pany announces the perfection and sale of three 
new motion picture raw film stocks. Back- 
ground X Panchromatic Negative is highly de- 
sirable for key plates in the well-known projec- 
tion background process and for outdoor takes. 
Plus X Panchromatic Negative doubles the 
speed of Super X with a definitely finer grain 
and is ideal for studio and outdoor takes. Super 
XX Panchromatic Negative is three times the 
speed of regular Super X; suitable for takes at 
dusk, at night and in adverse lighting. 
CHICAGO, ILL.: United Films Service, Pacific 
Coast organization has opened offices in Chi- 
cago’s Wrigley Building. Bruce Thomas, vice- 
president, is in charge of new offices. 

NEW YORK city: Walter O. Gutlohn, Inc. has 
exclusive non-theatrical distribution of English 
documentary films made by the Strand Com- 
pany and American distribution of French 
Films in conjunction with French Cinema Co. 
CHICAGO, ILL.: The Chicago Park Board films 
produced by Chicago Film Laboratory with 
commentary by Bob Elson are getting exten- 
sive theatrical distribution through Balaban & 
Katz deluxers. Recently voted best public re- 
lations accomplishment of all city parks. 


EDUCATIONAL ARTICLES ON “BETTER FILMS IN THE SCHOOLS”: ON 
THE UNIVERSITY OF CHICAGO FILMS, ETC.: CONTINUED IN ISSUE 5. 







HEAT AND ITS CONTROL: sponsored by Johns- 
Manville, this 4-reel institutional produced 
by Caravel Films explains the physics of 
heat by use of h‘storical background, dia- 
grams, graphs. Subtle indirect advertising. 





U. S STEEL: first black and white 16mm. 
prints available of this documentary story 
of steel and the men who make it will fur- 
nish significant educational material. Prod. 
by Hollywood Ind. Fictures; also shown in 
35mm. Technicolor in movie theatres. 


ae . 

THE FIRST CHAIR: 4-reeler sponsored by C. G. 
Conn, Ltd. and produced by Wilding for 
general consumers and dealers; advocates 
Conn instruments but principally band par- 
ticipation. Useful to music classes. Adver- 
tising general, entertaining story. 


a 


THE BENEFICIENT REPROBATE and The Pay- 
off, recent W.C.T.U. films; approx. 4 ibe 
Ilustrates discovery of alcohol; industrial 
uses and personal hazards of use shown by 
university tests. Temperance publicity. 


“B-F” prod. by Burton Holmes, Chicago. 











FILM SLIDES: AN EDUCATIONAL AID 


BY WALTER S. BELL 


Excerpts from a recent educational address reprinted 
by special arrangement with the Visual Review 


Wirain Recent years there have been so many 
new developments in our civilization, that we 
must now teach « great deal more in a given 
time than ever before. The school teacher must 
heed to the call of modern civilization and 
speed up the teaching process and also, at the 
same time, turn out a better product. In fact, 
it will be necessary for education to set the pace 
for the new generation, or our civilization will 
not continue to progress. We must give educa- 
tion wings; we must add more power, we must 
streamline it, in order that the process of teach- 
ing and learning can be speeded up. One way 
of helping to do this is through the proper use 
of visual aids. 

Why visual aids? The verbal method of 
teaching has been in use for many years and 
has been found practical, but words are often 
meaningless. There are hundreds, even thou- 
sands, of good American words that could be 
thrown on the screen just as well as these Chi- 
nese words! and still many educated persons 
could not comprehend them. The Chinese 
words in this picture may have had a message 
about this beautiful Chinese scene? but did 
you get it? With the picture before you, you 
are able to understand and comprehend a great 
deal. You can enjoy the beauty of the color, 
and you can understand many of the details. 
A picture makes an impression that few people 
can convey with words. Words have their place; 
they were probably invented to explain, and 
when you use the combination of words with 
pictures, you have a real teaching combination 
that will be hard to improve. 

There are a number of different types of vis- 
ual aids and each of them has its place in teach- 
ing, but of course, there is a great deal of over- 
lapping in their usefulness. The particular 
visual aid that I am to discuss is the filmslide, 
or as it is sometimes called, the “Picturol.”* The 
filmslide is in reality a strip of 35 mm. motion 
picture safety film with a series of different pic- 
tures printed on it. It has most of the advan- 
tages of any still picture. The projection ma- 
chine is noiseless in operation and does not 
distract the pupil’s attention from the picture; 
the projection machine is about the simplest 
of all types of machines to operate; the pictures 
cannot be gotten out of their correct order and 
there is no danger of breakage if they should 
be dropped. The filmslide requires small stor- 
age space and is easily shipped from one school 
to the next. It is one of the most economical 
types of visual aids available; the showing of 
the filmslide, as with other types of projected 
pictures, has the capacity of centering the at- 


tention of the class; each picture can remain 
on the screen as long as needed. 

Teachers, at times, make the mistake of us- 
ing a motion picture when a still picture would 
be better. There is nothing that can replace the 
motion picture when you need to show motion, 
or when you need continuity of action; but 
why show a motion picture of such inanimate 
objects as Stone Mountain, the Grand Canyon, 
or the cliff dwellings of Mesa Verde? Do you 
not lose something of the feeling of the stabil- 
ity of such inanimate objects when you see 
them in motion pictures? Please do not mis- 
understand me, I am not criticizing the motion 
picture as a visual aid, I think the motion pic- 
ture is possibly the most valuable teaching aid 
that we have, when it is used for the purpose 
for which it was made, that is, to show motion. 
On the other hand, the still picture is a valu- 
able teaching aid when it is used as intended. 

If it is the school’s function to train children 
so that the educational process will become a 
continuous process through life, even after for- 
mal education is ended, the tools of learning 
must be taught thoroughly. This does not mean 
that enrichment should be neglected. In spite 
of all that visual education can do, reading 
must still be taught in schools. Incidentally, 
observation is an educational tool also. 

Miss Anna V. Dorris has said that “Life is 
rich and full only to the degree that we under- 
stand and appreciate the environment in which 
we live.” In this age of speed, the world is be- 
coming smaller and smaller. This means that 
the environment of the individual is becoming 
larger and larger. With the aid of the filmslide 
the teacher can carry her pupils to all parts of 
their environment, which now includes the en- 
tire world. The children of Texas can see a 
Mangrove Swamp of Florida with its peculiar 
trees that lift themselves out of the water by 
their roots*. 

“One picture is worth a thousand words,” 
says an old Chinese proverb. There is certainly 
a great deal that can be learned from this pic- 

ture of Angel Terrace in Yellowstone Park.5 
There is the chemistry of the formation of the 
lime deposits; the study of the geological proc- 
esses involved; the part that vegetable matter, 


principally algae, played in coloring the de- 


posits. The beauty of such a place is something 
to be looked at, appreciated, and to be inspired 
with. However, much of this will be missed un- 
less special attention is given by the teacher 
in pointing out these things. Visual education 
is more than just seeing pictures — it is seeing 
and correctly interpreting what is seen. 





A pupil is not likely to realize that Mt. Fuji® 
is in Japan and that it has been a great social 
influence upon the Japanese, unless these facts 
are pointed out. 

Do you think that words can give adequate 
description of the great wall of China,’ or of 
this Chinese Temple,* or of this beautiful 
mountain, the Jungfrau, in Switzerland?® They 
can not. Even the picture cannot do them full 
justice, but it will give a much truer and more 
realistic conception than words. 

With the filmslide, the teacher can carry the 
individual to any part of our country, even 
across the water to Japan, China, and upon 
the majestic Eiger Glacier in Switzerland.?® 

It is even possible to some extent to turn 
back time and allow the child an opportunity 
to study the foundations of our modern civi- 
lization" and thus be able to better understand, 
appreciate, and live in the world of today. 

The filmslide is excellent for review work. 
When the pupil sees this picture, he is very 
likely to recall much that he has learned about 
how valuable the Robin is in helping destroy 
insects.!? Also he is likely to recall what other 
birds can do in this respect. 

The picture of the Fly Foot will bring back 
in a hurry, almost forgotten knowledge of the 
danger of the fly as a disease carrier.1* The 
knowledge is more firmly fixed than before and 
will be more easily recalled the next time. 

I have tried to give you some suggestions as 
to how the filmslide can be used as an educa- 
tional aid in the classroom. The filmslide is not 
the only visual aid. It has its place, and so do 
the others. Use them all and your visual edu- 
cation program will have a variety that will 
add interest to your program. 
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What do you have on your mind 
right now? Pepping up your sales 
force? Making a big success of a 
merchandising campaign? Getting 
ready for asales convention? What- 
ever the problem, so long as it has 
to do with salesbuilding, put it up to 
AudiVision. 


A\udiVision’s real business is to 
help you solve those tough sales- 
building problems. For that pur- 
pose AudiVision maintains a gen- 
uine creative staff. 


True, AudiVision turns out films — 
and good ones—at moderate 
prices. For that purpose AudiVision 
maintains a top-grade producing 
staff. 


But always paramount are the key 
idea — the right conception of the 
job you want done — the thor- 



























oughly worked out plan for follow- 
ing through and getting maximum 
results. 


That is why the AudiVision clien- 
tele is made up of organizations like 
Barrett Company, Dixie-Vortex, 
General Electric, General Foods, 
Hammermill, Lehigh Coal, National 
Association of Ice Industries, 
Squibb, Cane Sugar Refiners’ As- 
sociation, Tilo, United Fruit, U. S. 
Rubber. The real leaders in all lines 
of business know the value of broad 
experience and constructive think- 


ing. 


To get our suggestions will cost 
you nothing — will involve no obli- 
gation whatever. Maybe we'll con- 
tribute a thought or two or give the 
thing a different slant. Anyway, no 
harm in telling us to call. When? 





AUDIVISION, INCE. 
285 MADISON AVENUE, NEW YORK CITY 
We issue an interesting descriptive booklet about making talking pictures, both 
movies and slide-films. If you want a copy, please let us know. Free, of course. 
















Audio Prod 


PLANNING is the first element in the use of 


either motion pictures or sound slide films 





West Coast 


+ PROJECTION for dealers or jobbers, etc. 


by your salesman on simple, efficient equipment 





Chicago Film 


+ PRODUCTION by qualified and experi- 


enced technicians; minimum of wasted effort 


= PROFITS which the well-planned visual 


program is bringing all business wherever used 


THE ABG’S OF BUSINESS FILM MAKING 


(Continued from Page Thirteen) 


a number of short-silent productions would be 
made. These could be shown to prospective 
buyers, comments added by the representa- 
tive, appropriate subtitles used. 

Color seemed preferable, but it was found 
that sufficient “contrasty” film prints could be 
obtained through judicious use of color filters 
on the part of the producers . . . which showed, 
adequately, the differences in the various sec- 
tions and units of the buildings. 

The Fog-Nozzle Corporation, on the other 
hand, found the use of color imperative. Sound 
was not a requisite, as the primary function of 
its films was to demonstrate fire-fighting equip- 
ment to city fire officials, fire “schools”, ete. 
The short, silent films showed adequately the 
various methods of fire-fighting, and the rapid 
“quenching” of the many types of fires en- 
countered, as the equipment was brought into 
operation. The color, of course, aided greatly, 
since the red of the flames was discernible, and 
the rapid action of the Fog-Nozl equipment 
was shown upon these flames, as the fire was 
turned into white mist. 

The California and Hawaiian Sugar Refining 
Corporation’s Hawaiian Harvest was similarly 
an unpretentious film, but one which none the 


less effectively presented two basic ideas: that 
the sugar of this concern was American-pro- 
duced and that its products were made under 
most sanitary conditions, 

If ever there existed an era of cooperative ef- 
fort, it is today. Associations are rendering to 
smaller organizations a valuable service — and 
the association-sponsored motion picture is no 
exception. These campaigns are valuable both 
from the standpoint of lowering production 
costs per member, and of gaining, at a lower 
cost per organization, desirable distribution. 
The Tanner’s Council, Consult-Your-Archi- 
tect Motion Picture Council, and many others 
have aggressively promoted the use of sound- 
slide films, and motion picture films. Films on 
furs, fruits, ice-box refrigeration (Coolerator) , 
hair-dressing, dress, cotton, orchids, and many 
other “products” have been cooperatively pro- 
duced and distributed, enabling each individ- 
ual member to tie-in his own promotion with 
films which could not possibly be made avail- 
able, if used by only one of these organizations. 

The factors discussed here and the examples 
given are intended to offer an elementary out- 
line ...a direct approach to the use of these val- 
uable media will be discussed next. 





A Brief Explanation 
of Sound Slide Films 


“Sounp Siipe-FILMs, or talking still pictures, 
are being used extensively by large national 
merchandisers as a sales and training medium. 
The programs, produced for these organiza- 
tions on films and disks, are on the subjects of 
sales and service training, and for inspirational 
meetings, direct consumer solicitations, and on 
special subjects such as announcement of 
changes of company policies, ad programs, etc. 
“These programs consist of a series of inter- 
esting still pictures illustrating the subject mat- 
ter, manually synchronized with the audible 
text by the operator, who receives his cues for 
advancing the pictures from a melodious tone 
super-imposed upon the recording. The pic- 
tures are changed as frequently as necessary to 
follow the sequence of the continuity. Each 
picture is arrested long enough to illustrate a 
thought to be absorbed by the audience. 
“Although the pictures are stills they express 
action, change with such frequency, and 
are of such wide variety that interest never 
lags. The average program of 15 minutes’ dura- 
tion is comprised of not less than 60 excellent 
pictures. The films are of standard 35mm. size, 
and the records are 12 or 16-inch disks, pro- 
viding a program of 9 to 15 minutes per side. 
“To most engineers, sound slide-film equip- 
ment, and perhaps the medium as a whole, ap- 
pears very elementary. It is interesting to note, 
however, that the very simplicity of the me- 
dium and the equipment is the foundation of 
the commercial success that has been attained. 
Although some efforts had been made to pro- 
mote the use of sound slide-films since 1931, 
during the period of its development only a few 
commercial organizations adopted the medium, 
and then exclusively for sales training. In 1933 
less than 500 machines were in the field. The 
excellent results achieved by those organiza- 
tions using the medium were so conspicuous 
that, coupled with the aggressive promotion 
of the film producers and equipment manufac- 
turers, over 200 of the largest national or- 
ganizations are now operating more than 20,000 
equipments distributed throughout this coun- 
try and abroad. Here are some of the reasons: 
(1) The effectiveness of the medium. 
(2) The simplicity and low cost of sound slide- 
film productions. 
(3) The comparatively short time required to 
produce a complete show. 
(4) The cost of duplicates, which can be 
distributed at the cost of a few dollars per set. 
(5) The low cost of equipment, making wide 
distribution possible. This equipment is avail- 
able at prices ranging from approximately $40. 
(6) The portability of the equipment and the 
simplicity of operation.”* 


* from an address by F. Friemann, executive of Electro- 
Acoustics Co. to the Society of Motion Picture Engineers. 











THE COMMERCIAL NEWSREEL 


¢ What with motion pictures and 
film slides the outstanding display 
media at the coming New York 
Fair, several announcements are 
of interest: 

Three new institutional motion 
pictures, produced in Technicolor 
for industrial clients of Audio Pro- 
ductions, Incorporated, ‘are an- 
nounced by Frank K. Speidell, 
President. All three are to be used 
at the New York Fair and pro- 
duction is scheduled to start at the 
Long Island studio shortly. 

Advertising Projectors, New 
York, are working on several ex- 
hibits for the New York Exposi- 
tion which will be entirely new and 
unique from a mechanical stand- 
point in the presentation of con- 
tinuous motion pictures, the firm’s 
specialty. 

Already announced in Business 
Screen are the breath-taking plans 
of such well-known designers as 
Gilbert Rohde, Donald Deskey and 
Raymond Loewy, among others. 
Motion pictures will dominate 
such important focal centers as 
Communications, Food and Trans- 
portation. Loucks & Norling of 
New York City are now in produc- 
tion on what promises to be an 
outstanding state exhibit, for the 
New York Fair, the entire theme 
of which is to be carried by a his- 
torical and descriptive motion pic- 
ture. 

Du Pont Raw Film Company 
will participate in both the Golden 
Gate and New York World’s Fairs. 

The Golden Gate Exposition at 
San Francisco will also have fea- 
tured motion picture and slide film 
attractions. Among exhibitors us- 
ing this medium are the Aetna In- 
surance Company, Armour and 
Company, the Golden Gate Ex- 
position, the Kerr Glass Company, 
the National Biscuit Company, 
Owens-Illinois, Tubbs Cordage 
and the Union Pacific Railroad. 
The Western Pine Association is 
also said to be contemplating a 
motion picture exhibit. 


“KNOW YOUR COAL’ AVAILABLE 


* The Consumers’ Counsel, Na- 
tional Bituminous Coal Commis- 
sion, has now available for free 
distribution a film entitled Know 
Your Coal. This is part of their 
program to educate the public in 
the intelligent buying of coal and 
also acquaints the public with the 
many unfair practices in the sub- 
stituting short weight. 


* The film department of the J. 
Walter Thompson Company, 
headed by Fred Fidler will pro- 
duce an exploitation picture for 
Shell Oil Company. The reel will 
be educational and for the interest 
of the employee. 


WESTINGHOUSE IN PRODUCTION 


* Hollywood Industrial Films will 
produce a series of 13 commercial 
reels for Westinghouse-Electric on 
the Selznick-International lot. Pro- 
duction is headed by Roland Reed 
and Lon Young. Five films have 
recently been completed for the 
Manufacturers Trust Company of 
New York. 


NEW YORK DISTRIBUTION 
* John E. Allen of Rochester, New 


York, has a service for the distribu- 
tion of sponsored films that is de- 
signed to provide extensive distri- 
bution of such subjects at an 
economical price. This service is 
nation-wide or local depending 
upon the needs and desires of the 
sponsors. Covering such groups as 
public schools, private schools, col- 
leges, Y.M.C.A., fraternal groups, 
employee groups, community 
groups, and museums, the service 
is complete. Inasmuch as Mr. Al- 
len maintains a large rental library 
of non-theatrical rental subjects, 
he is in an enviable position to con- 
tact non-theatrical users for spon- 
sored film bookings. 


SQUIBB FILM COMPLETED 

*A first picture has been com- 
pleted for Squibb and 4 others are 
in production by Visavox, Incor- 
porated, recently incorporated in 
New York. The Company will 
handle all production work in the 
East although offices are being 
opened in Chicago, Detroit, Cleve- 
land and Los Angeles. 


ARIAS A LA DETROIT 


* With the co-operation of the 
Metropolitan Opera Association, 
the new Commercial Films Cor- 
poration formed by an auto manu- 
facturing company, will produce 
condensed versions of operas. The 
pictures will be distributed nation- 
ally. Profits derived from the sale 
of 16mm. rights to universities will 
be turned over to the Metropolitan 
Opera Association reserve fund. 
The Metropolitan will also receive 
a flat sum for the use of its name. 
Only screen credits will mention 
the auto maker. 
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Jame ra 47icC 
SPECIALISTS IN PICTURE 
PRODUCTION FOR INDUSTRY 


A closely-knit organization 
specializing in planning 
and producing motion pic- 
tures and slide films, to fit 
sales, promotion and train- 
ing problems of industry. 


Complete production facil- 
ities and an experienced, 
permanent staff guarantee 
distinctive productions... 
and a maximum return on 
your picture investment. 


®@ Our clients* are repeat clients ... and they 
buy again because it's results that count! To 
us, it's the repeat business that counts... To 


our clients, only results will count repeats... 


Insure your film investment by investigating 


Camera Inc.'s services. 


*Our repeat clients are leaders in American industry. Specific names on request. 


Camera ince 


864 North Wabash Avenue 


Chicago, Illinois 


Telephone SUPerior 5875-6-7 
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From “Highlights and Shadows" courtesy Eastman Kodak 





EASTMAN ANNOUNCES 
COLOR DUPLICATION 


@ Users of 16mm. motion picture cameras, 
either silent or sound, can now have their 
Kodachrome reels duplicated in full color, and 
in a quality comparing favorably with the orig- 
inals, the Eastman Kodak Company an- 
nounces from Rochester, New York. 

Technical details of the duplicating process 
have been worked out at the Kodak laborato- 
ries in Rochester, and for the present all dupli- 
cates will be made there. Modestly priced, the 
duplicates will cost only a fraction more than 
an equivalent length of unexposed 16mm. Kod- 
achrome Film. 

Advantages of duplicating Kodachrome 
movie reels in the full color of the original will 
be apparent in many fields. Heretofore, a Kod- 
achrome movie has been limited to the color 


THE NEW SYNCHRONOUS MOTOR DRIVE DESIGNED BY BELL & HOWELL 
for use in screening films at exactly 24 frames per second 
while voice or sound effects are being “dubbed in.” The 
mechanism is described in detail on Page 37 of this issue 




















original and black-and-white duplicates. Now, 
a valuable original reel can be duplicated and 
stored, the full-color duplicate being used for 
everyday projection. 

Any number of duplicates can be made from 
a chosen Kodachrome reel. This facility will be 
of particular value in the production of com- 
mercial and educational motion pictures, where 
a number of copies of one film must be avail- 
able for widespread, simultaneous distribution. 
Use of duplicates makes this possible at small 
cost, and at the same time eliminates risk of 
damage to the original, which often could not 
be retaken. 

All editing of the film can be done before it 
is sent in for duplication. Special effects in the 
original, such as fades, wipes, and lap dissolves, 
also appear in the duplicate. However, if these 
effects are not present in the original, they can- 
not be inserted during duplication. 

When a silent film is to be duplicated, only 
the film need be sent to Rochester. But, when 
a sound film is sent in for duplication, the 
maker must include a 35mm. or 16mm. 
matched positive print of high quality — either 
variable area or variable density — and must 
indicate clearly and acurately the proper start- 
ing points on both the sound track and the 
16mm. original. 

Business film users may make use of Koda- 
chrome through the facilities of their custom- 
ary producers. The same skill in photographing 
and directing is required; in fact much more 
skill is required in setting interiors and in ar- 
ranging material put before the camera for 
color. It is advisable that you consult your 
producer before writing the script. 


CHRYSLER FEATURES FILMS 

* Chrysler's 1939 Automobile Salon held in the 
Chrysler Building, New York City, recently 
featured the presentation of motion pictures 
concerning new features of the 1939 models and 
other films in which principal roles were taken 
by performers on the Chrysler radio programs. 
So popular were the films that there was stand- 
ing room only for a considerable period of each 
day in the little theater where they were pre- 
sented. Over 6,000 persons attended each day. 
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NEWS AND A DIGEST 
OF EQUIPMENT 


@ KODACHROME DUPLICATES are now offered 


by Eastman Kodak of 16mm. color films, 
silent or sound. A word of caution to the 
06.4.5. oceJenae 2 hea 


@ COSMOCOLOR READY for the business film field 


where an economical process is always 
needed . . . . Details on Page 32 


@ NEW SOUND CAMERA with interesting improve- 


ments now represented by Ampro Corp- 
oration . . for information see Page 34. 


@ DISPLAY DEVICE ATTENTION drawn to Photo- 


Vox, latest color-sound projector that 
seems “fool-proof” . . see Page 35 


@ NEWEST DEVELOPMENTS in Equipment shared 
by the Society for Visual Education and 
Victor's new continuous projector. . P. 36 


@ CLIENT & SLIDE FILMS and what he should 


demand of the producer — a survey out- 
lined by a user of the medium - on Page 38 


@ COMING EVENTS in 1939 cast their shadow as 
additional color articles and the first an- 
nual directory number takes shape. 











TWO VIEWS (ABOVE & BELOW) OF THE NEW VICTOR 16mm. CONTINU 
OUS PROJECTOR NOW AVAILABLE IN EITHER SOUND OR SILENT 
models. Embodying several improvements, this compact 


unit is described further on page 34 of this issue 





FOR THE BUSINESS “CANDID CAMERA’ FAN, THIS ECONOMICAL 
ARGUS-DUFAYCOLOR KIT CONTAINS A MODEL A CAMERA, CP PRO- 


jector, slide material and Dufaycolor film. Ideal for Yule- 
tide gifts to the executive who is picture minded 





MOTION PICTURE SCREEN & ACCESSORIES COMPANY FEATURES THE 
NEW "DUNBAR" SCREEN FOR PORTAGLE, OFFICE OR AMATEUR USE. 


Retails at $10 and has no buttons, strings or gadgets to 
break. It is shown below as set up for use 
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COSMOCOLOR READY FOR BUSINESS FIELD 


@ Commercial producers have been holding : 
finger on the pulse of American advertisers 
long enough to realize that it doesn’t take much 
argument to convince potential clients of the 
advantages of color in advertising films, but 
something had to be done to bring color to a 
point where it could as readily be used as black 
and white from the viewpoint of cost, mobility 
and production. Wilding claims to have found 
the answer in Cosmocolor, a color process ex- 
clusive with Wilding in the commercial Sound 
Picture field. 

Cosmocolor is a two color process photo- 
graphed through a regular standard motion pic- 
ture camera with special attachments such 
as filters, intermittent movement and prism. 
Scenes are photographed on one film putting 
the two images on the same size aperture as is 
required today for a standard motion picture 
aperture. It was found that Cosmocolor repro- 
duced all colors in their true brilliant values 
with the exception of light yellows, light greens 
and purple. Cosmocolor can be made, developed 
and printed during the same time it takes to de- 
velop ordinary black and white film. 

After a scene has been filmed, negative is de- 
veloped same as any black and white negative. 
From that negative an addative print, which in 


SUGGEST RECORDER USES 


reality is a black and white positive, is made 
from the original negative and when projected 
on the screen, through an addative lens, gives 
the color values of the finished picture. The 
prints that are used for exhibition purposes are 
called subtractive prints which is the finished 
color and can be used on any projector without 
any special attachment. Cosmocolor uses one 
negative — but two exposures. 

Negatives can be developed in the Wilding 
laboratories and the black and white contact 
print, which is the addative, can be printed in 
the laboratories. It is then screened through 
the addative lens which gives the color values 
shown in the finished print. Interestingly, the 
subtractive print, which is the finished print, 
has more contrast than the addative print. 

Due to its rapid film processing and develop- 
ing, Cosmocolor solves a problem that has 
stumped “restricted budgets” since Color came 
to the screen. Revisions and retakes can be 
made while cast and crew are still available on 
the working set. It is now possible to film a se- 
quence in color, develop it, view and make re- 
takes, if necessary, the next day. 


* * * 


Editor's Note: Telcocolor, Brewstercolor, etc. 
will be described in the next Business Screen. 


* Presto Recording Company tells 
of three uses of their equipment: 
A large manufacturer selling under 
the fixed price law had salesmen 
take recordings of telephone sales 
conversations in which dealers 
were quoting below the fixed sell- 
ing price. These conversations were 
played back on a small portable 
machine to the dealers quoting 
below the selling price who were 
warned to discontinue the practice. 

An air craft manufacturer sub- 
mitted blue prints to the patent 
office and was told that a similar 
device had been presented just 
two weeks previously. Examina- 
tion of the drawings proved that 
they were those of the aircraft 
company. A recorder was put on 
their branch telephone lines and 
this company is now collecting 
evidence to prove an employee 
guilty of taking the plans. 

A large sales organization con- 
ducting many conversations over 
long distance wires is using Presto 
machines run at two speeds, 33 
revolutions per minute and 78 rev- 
olutions per minute. The conver- 
sation is recorded at 33 r.p.m., 
played over the telephone at 78 
r.p.m., and reduced to 33 r:p.m. to 
obtain the message. This saves on 
long distance telephone charges. 


99. 


THE AMPRO-ARC 16mm. SOUND-ON-FILM PROJECTOR WITH ITS EASE OF OPERATION, AND 
RUGGEDNESS OPENS NEW FIELDS FOR 16mm. PROJECTION IN LARGE AUDITORIUMS. PRICED 
slightly over $1,000 complete; projector has 1600 ft. capacity. The “Arc” type 
projector is especially useful for showings in halls and meeting rooms or con- 
ventions where a long throw is necessary or large crowds are in attendance. It 
has already proven dependable performance under many varying conditions. 




















THE “ACADEMY MODEL 138-P FILMOSOUND IS A NEW OFFERING BY THE BELL & HOWELL COMPANY 
WHICH SELLS AT $298.00 OTHER NEW MODELS INCLUDE THE ‘‘COMMERCIAL’’ MODEL AND MODEL 142 


and are described in detail in the column below. Commercial and educational users will 
find prices on all equipment now generally reduced and a favorable buying market at hand 


* National industrial film users 
whose prints are serviced by the 
Peerless Vaporate film treatment 
say that the process is an invalu- 
able protective measure which is 
especially effective for guarding 
precious color pictures or delicate 
sound effects. The process is 
equally effective in resisting the 
ravages of time and climate on 
delicate films as well as protecting 
them against the blemishes of fin- 
ger-marks, moisture, oil, and dirt, 
the scratches and wear of projec- 
tion and other hazards of every day 
projection to which prints are sub- 
jected. Bell & Howell Company in 
the mid-west and the Craig Movie 
Supply Company in Los Angeles 
have Vaporate installations. 
Scientifically measured chemical 
vapors are the basis of the Vapo- 
rate process and successive impreg- 
nations contribute long life to val- 
uable prints. The cost is extremely 
economical, an entire 1200-foot 
reel, for example, costs only $4.00. 


THE GADGET CORNER 


* Mogull Brothers, New York 
photographicand cinema suppliers, 
announce two unusual items: A 
projector stand that folds up like 
an umbrella and will hold tke pro- 
jector at any angle, at any height. 
Retails at $6.49. Good news for 
projectionists; available at only 
85c a dozen are Mogull’s reel fin- 
gers. This clever little device fits 
any standard 16mm. reel and 
makes every reel a self-threader. 
The new Mogull price list is avail- 
able to any interested reader of 
Business Screen on request. 


* Extending its line of Filmo- 
sounds into lower price ranges Bell 
& Howell Company has introduced 
three new machines, ‘“‘Commer- 
cial” Filmosound Model 138-0 at 
$276.00, “Academy” Filmosound 
Model 138-P at $298.00 and Filmo- 
sound Model 142 at $410.00. 


New “ComMMERCIAL” FILMo- 
sounD Mopet 138-0: This is a one- 
case 750-watt Filmosound, similar 
in general design to the already 
familiar model 138 machines. How- 
ever, to provide simplicity of oper- 
ation, all controls unnecessary to 
the projection of industrial or edu- 
cational films have been removed. 
This machine therefore does not 
include a clutch, a reversing mech- 
anism, silent speed, or a micro- 
phone input system. Accordingly 
this is the lowest priced Filmo- 
sound ever offered —a machine 
that should be welcomed by 
“quantity” buyers and wherever 
a simple, straightforward presen- 
tation of sound-on-film produc- 
tions is the prime requirement. Pic- 
ture and sound qualities have in no 
way been sacrificed in this simpli- 
fied machine. A 2 in. F .2 lens is 
supplied as standard equipment. 
The ‘amplifier is similar to that 
used in other 138 models having 
an output of from 5 to 7 watts. 
Thirty-five feet of speaker cable is 
supplied. Price $276.00. 


New “AcapemMy” FiILMosounD 
Monet 138-P. This is a two-case 
variation of the “Commercial” 
model described above, with gen- 
eral corresponding specifications 
except for the inclusion of silent 

(Please turn to Page 34) 











When you high-spot salient selling 
features with slidefilms, prospective 
buyers catch on quicker. Sales come easier—even for the 
most inexperienced man on your staff. Slidefilms give 
dramatic emphasis to any message—whether it is ad- 
dressed to dealers, to users or to members of your own 
organization. 


For CLARITY Specify 


PICTUROL 
PROJECTORS 


Follow through on your investment 
in slidefilms! Make sure that each 
showing presents each picture at its brightest 
and best! S.V.E. Picturol Projectors have proved 
their superior efficiency for more than 18 years. 
Their advanced optical system assures brilliance 
and detail and gives convincing realism to 
every picture. 

Patented features in S.V.E. Projectors produce results unapproached 
by any other equipment. Specify the genuine S.V.E. equipment when 
you choose your slidefilm units and be sure of time-proved superior 
performance. Write for your free copy of the 
interesting folder “Salesmen Are Made” which 
illustrates S.V.E. Picturol Projectors for every 
requirement. 








MANY STYLES 
Silent or Sound 


For brilliant pic 
tures specify S.V.E 
Picturol] Projectors 
in your sound slide 
film units, 





SOCIETY FOR VISUAL EDUCATION, INC. 
Dept. 10B, 327 S. LaSalle St., Chicago, Ill. 


(C0 Send immediately your free folder “Salesmen Are Made” 
describing S.V.E. Picturol Projectors. 


() Tell us about your new S.V.E. Filmslide Rewind Take-Up. 
Name 











Address .. 
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SEE—HEAR 
SL 
PROJECTS 
EQUIPMENT 
BEFORE 
YOU BUY! 


Model L-105 for audiences up to 500. 
Other models for every use. 


Buy no slide-film sound projector until WEIGHS LESS 


is ine! sJusive, tented 
you see this new line! Exclusive, pa EASIER TO HANDLE AND 


features insure finest projection and re- SET UP 


production — easier, quicker handling. 

‘ TRIPCORD 
Endorsed by many leading users and pro- FOR SLIDE CHANGES 
ducers of industrial film. We invite inves- 


SELF-CONTAINED 
RECORD COMPARTMENT 


tigation and comparison on every point. 
Ask your film producer for details and 


demonstration — or write us direct. AC or DC CURRENT 


SOUND PROJECTS COMPANY 


3140 WALTON STREET CHICAGO 
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An address of prestige where the 
discriminating traveler may relax in 
an atmosphere of refinement. Under 
the same management as The Drake 
and The Blackstone - aS. 


eby, Managi! > 


The Town | house 


ON WILSHIKE LOS ANGELES 





The projector is housed in 

a blimp case. Price $298.00. 
New Fitmosounp Mope. 

This new 


speed. 


142. 
750-watt Filmosound is 
similar in general construction to 
the original Filmosound, Model 
120, with an oil-damped filter 
wheel. An amplifier having an out- 
put of from 18 to 20 watts is sup- 
plied with an unusually versatile 
microphone and phonograph input 
system. The projector is equipped 
with a 2 in. F 1.6 lens, reversing 
mechanism electric rewind and still 
picture clutch. The Magnilite con- 
denser is included as standard 
equipment. Model 142 Filmosound 
is furnished 
model, 

$410.00. 


two-case 
including a blimp. Price 


only as a 


NEUMADE CABINETS USEFUL 
* The many important accessories 
which are necessary for the com- 
plete industrial film department 
are to be had in the stock of the 
Neumade Company of New York 
City. The Neumade catalog lists 
many types of film storage 
nets, rewinding equip- 
ment, A movable steel projec- 
tion table with a 11” variable tilt 
and rubber covered castors which 
lock into position, a notcher for 
films which eliminates splicing and 
a new line in 8, 16 and 35mm. 
brass reinforced fiber mailing 
cases for films are among the new 
items offered. 

L. E. 
16mm. 
invites 


cabi- 
splicers, 


ete. 


Manager of 
Equipment 
inquiries 


the 
Department, 
from 
and business users of films. 


Jones, 


educators 
The 
complete Neumade line is described 
in the company’s excellent catalog, 
sent on request to film users. 


NEW KINO-PAN-TILT OUT 

* The Kino-Pan-Tilt, a new de- 
vice for panoraming and for tilt- 
ing still or motion picture cameras 
has been announced by Kin-O- 
Lux, Incorporated of New York 
City. The new offers 
smooth, and a 
360° swing to any horizontal or 
vertical position. Kino-Pan-Tilt 
accommodates either the smallest 
8 mm. or the heaviest 16 mm. 
cameras and the jerky, urfeven 
panning which ruins so many pic- 
tures is said to be eliminated with 
its geared operation. Priced at 
$25.00, the weight of Kino-Pan- 
Tilt is only 2° pounds. 


dev ice 


even movement 
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THE 16mm. SYNCRO-SOUND CAMERA, A SINGLE-SYS- 
tem unit using all types of film is shown 
and described in detail below 


@ The Ampro Corporation of Chi- 
cago, manufacturers of 16mm. Si- 
lent and Sound motion picture pro- 
jectors, announce that they have 
just completed arrangements as 
the exclusive United States sales 
agents (East of the Rocky Moun- 
tains) for the Synero-Sound 
16mm. professional sound-on-film 
camera as manufactured by Gum- 
biner Syncro-Sound, Inc., 3337 
Wilshire Blvd., Los Angeles, Cali- 
fornia. 

Many claims are made for this 
new Syncro-Sound 16mm. profes- 
sional sound-on-film camera. 
cro-Sound makes it possible for the 
amateur to produce 16mm. sound 
pictures of professional quality, 
and realizing that this equipment 
will be used by unskilled operators, 
the manufacturers have con- 
structed it so that it will give the 
best professional results and have 
the greatest flexibility of applica- 
tion with the minimum of operat- 
ing controls. 

The making of 16mm. sound mo- 
tion pictures is recognized as a 
complicated and technical proce- 
dure.With the Syncro-Sound Cam- 


era, the manufacturers say, accept- 


Syn- 


able sound pictures can be made 
by anyone who understands the 
filming of home movies. 

The Syncro-Sound camera is a 
precision, professional instrument 
that produces pictures and high 
quality natural sound. Exceeding- 
ly flexible — it takes single system 
pictures on all types of film, and 
can be sychronized with any cam- 
era for double system, or with any 
projector for recording narrative 
synchronous with a silent picture. 























DISPLAY DEVICE GETS ATTENTION 


* Newest and most novel of 
display advertising devices to en- 
gage the interest of sales promo- 
tion executives is Photo-Vox, a 
synchronized voice and_ picture 
unit which shows a number of 
scenes in full color on a translucent 
screen while describing them on an 
accompanying sound dise. 

Although perhaps possessing less 
emotional appeal than the familiar 
continuous movie, Photo-Vox has 
the element of simplicity and econ- 
omy to recommend it. The still 
scenes, projected from Koda- 
chrome negatives, are attractive 
and the combination of the care- 
fully svnchronized sales talk makes 
for an irresistible audience stopper 
when used in retail stores or at any 
point of vantage. 

When used with the “electric 
eye” or a trip device, Photo-Vox 
puts on its performance automati- 
cally when it has an audience. 
Sometimes this can be done with 
startling effect, especially when the 
machine swings into action on an 
unsuspecting passer-by with a 
“wait-a-minute-did  you-hear- 
about-this” opening remark. Al- 
ready tested in department stores, 
the unit has proven durable and its 
simplicity of operation leads to the 
belief that service and upkeep are 
inconsiderable items. Any number 
of scenes from 24 to 48 may be used 
in sequence and the length of the 
sales talk may be equally long al- 
though a 2!4 minute talk has been 


PHOTO-VOX, NEW SOUND-COLOR DISPLAY UNIT IS 
attracting the attention of sales and adver- 


tising executives who regard it as an excel- 
lent means of getting audience attention in 
retail outlets, etc. 





found most satisfactory for audi- 
ence turn-over on actual tests. 

Applications of Photo-Vox in- 
clude window display, railroad sta- 
tion and department store location 
as well as an excellent means of 
condensing exhibit space at con- 
ventions and fairs. The machine is 
supplied on a low-cost leasing ar- 
rangement which includes servic- 
ing guarantees and advertising ma- 
terials. Information may be had 
from the manufacturer or from the 
Screen Service Bureau of Business 
Screen, 20 North Wacker Drive. 


BERNDT-MAURER RECORDERS 

* The new Berndt-Maurer Model 
“D” Recording Equipment brings 
to the commercial and educational 
motion picture producer, and to 
the advanced amateur, the means 
of producing high quality speech 
and music records directly on 
16mm. film. 

The usefulness of this equip- 
ment extends to all types of non- 
theatrical motion picture produc- 
tion. The outfit is light in weight, 
and can easily be transported to 
any location where alternating cur- 
rent power is available. It is con- 
venient enough to be set up and 
ready for operation in less than ten 
minutes. Nevertheless it is sturdy 
enough in construction to give long 
trouble-free service, and it yields 
nothing in quality of performance 
to the most elaborate equipment. 

The Model “D” equipment is of 
the “double-system,” or separate 
recorder type. The most common 
use of this type of equipment is the 
recording of spoken commentary 
and incidental music to accompany 
pictures taken at another time and 
place. But the Model “D” equip- 
ment is equally suitable for mak- 
ing talking pictures that require 
exact lip-synchronization. For this 
purpose it may be used in combin- 
ation with any synchronous-motor- 
driven camera. 


DeVRY VIEWER NOVELTY 


* A third dimension viewer manu- 
factured by the DeVry Corpora- 
tion, Chicago, for color or black 
and white 35mm. film. 

The viewer has met with consid- 
erable success as a merchandising 
aid and may be used in connection 
with the exploitation of industrial 
films. Dealers are furnished with a 
sample viewer together with a 
strip of film containing copy and 
scenes in third dimension from a 
forthcoming production. 


35. 





PROTECT YOUR FILM 


DUST-PROOF ¢ FIRE-RESISTANT 
STORAGE CABINETS 


Valuable films require and deserve proper storage. 
Keep them the modern efficient way in a specially 
designed film storage cabinet — the result of NEU 
MADE'S experience in supplying the motion picture 
industry with its storage equipment for the past 
twenty-two years. Constructed entirely of steel — 


SAVE TIME — FILM — SPLICES! 


Notch out torn sprocket 
holes with this handy 
16mm “'V"' notcher. 

No. V-2 only 

$7.00 














lémm “Bloop'’ 
WE-16 only $8.50 


they last a lifetime! 

Complete range of 
sizes and models for 
the commercial, indus- 
trial, school or indi- 
vidual user. Whether 
you have ten reels or 
a thousand, NEU- 
MADE can supply the 
cabinet! 


MODEL MM-20—IN- 
NOVATION _ (Iilus- 
trated). Can be built 
up in units like sec- 
tional bookcases as 
your library increases. 








ALSO 
spection tables, reel bands, splicers, 
rewinders, measuring machines, etc. 

COMPLETE LINE for both iémm 
and 35mm! 





SHIP FILM SAFELY 
No worries about dam 
age in transit if a NEU 
MADE shipping and 
carrying case is used. 
Either FIBRE or GAL 
VANIZED (illustrated 
cases available in all 
sizes. 


Projection tilt tab les, in 


WRITE FOR ILLUSTRATED CATALOGUE 


punches 


427 W. 42nd St. 


SHOULDER-TO-SHOULDER 


One of the solid stones in Cinecolor's 
pyramid of progress is the keen, practical 
spirit of cooperation afforded producers 
who want eontiieil, lifelike color with 


Economy, Speed, and Flexibility. 


New York, N. Y. 
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THE 
EDUCATIONAL 
FILM 
CATALOG 


offers 


EXPERT GUIDANCE 


IN THE SELECTION OF FILMS TO PUR- 

CHASE, RENT OR BORROW FOR BUSINESS, 

EDUCATIONAL OR OTHER NON-THEATRI- 
CAL PURPOSES. 









wew YORK 
THE H.W. WILSON COMPANY 
193 6 


The EDUCATIONAL FILM CATALOG is a 
list of the best educational films available. 
It is classified by subjects. In addition, there 
is a complete subject and title index which 
simplifies the finding of films or parts of films 
upon any given subject. 

The Catalog gives a factual description of 
each film. It indicates the physical make-up 
of the film, tells where it may be bought, 
rented or borrowed and the cost under each 
plan. The selection of films in the catalog are 
made by groups of experts in various fields 
of knowledge. 

THE EDUCATIONAL FILM CATALOG is a 
service consisting of a Foundation Volume 
(1936) which describes and evaluates about 
1175 films. Supplemented by quarterly 
paper-bound supplements in January, April 
and July of each year followed by an annual 
bound volume in October. The annual vol- 
umes contain all entries for the year in one 
alphabetical arrangement and average 
about 1000 films each. 


SPECIAL OFFER 
To new subscribers the following generous 
introductory offers are made: 


1. The 1936 Foundation Volume with bound 
annual supplements for 1937 and for 1938; 
and a continuous subscription to include 
three auarterly issues and a revised edition 
in 1939, and quarterly supplements and a 


bound volume in 1940................. $6 
or 

2. The 1936 Foundation Volume and 1937 

and 1938 bound annuals only........... $2 








THE H. W. WILSON COMPANY 


Since 1898 Compilers and Publishers of 
Bibliographies, Indexes to Periodi- 
cals and other Reference Works. 


950 University Avenue New York City 

















NEW DEVELOPMENTS in EQUIPMENT 


* A new, larger S.V.E. Tri-Purpose 
Projector with three times the il- 
lumination of the present Model 
CC has just been announced by the 
maker —the Society for Visual 
Education, Inc., Chicago. 

The new Tri-Purpose unit — the 
Model AA — has a 300 watt lamp 
to provide greater power for long 
throws in large classrooms and au- 
ditoriums. Like the Model CC, the 
AA serves three purposes. It shows 
(1) single frame film strips (2) 
double frame film strips or (3) in- 
dividual frames (color or black and 
white) mounted between 2” x 2” 
glass slides. 

The new S.V.E. Rewind Take- 
Up, which rewinds in the proper 
sequence each roll or strip of film as 
it is being shown, is standard equip- 
ment for the Model AA. The film, 
instead of dangling on the floor, 
goes into a special take-up can and 
is thus fully protected against 
gathering dust, lint or finger marks. 
This feature makes the AA partic- 
ularly suitable for use in schools, 
clubs and churches in showing pro- 
fessionally-made film strips or 
film-slides as well as film strips 
made with miniature cameras by 
members of the organization. 

The Model AA Tri-Purpose Pro- 
jector, complete with lens, lamp, 
Rewind Take-Up, double | slide 
carrier and carrying case, retails 
for $57.50. The model CC, com- 
plete with lamp, lens, double slide 
carrier and case but without the 
Rewind Take-Up, retails for $35.00. 
For further details, write the So- 
ciety for Visual Education, Inc., 
327 South LaSalle Street, Chicago. 
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THE ARGUS MICROFILM READER ENABLES BUSINESS 
organizations to condense bulky records 
into economical and compact film strips. 


As < 











* A new 16mm. portable Continu- 
ous Projector, which is being 
placed on the market in both silent 
and sound models by Victor Ani- 
matograph Corporation, Daven- 
port, Iowa, embodies a patented 
“advance-feed” principle which in- 
sures trouble-free performance 
and protection against film de- 
struction that have never before 
been achieved in other types of 
16mm. continuous mechanisms. 

The great “bugaboo” of contin- 
uous projection always has been 
the eventual tightening up of 
and the loss of freedom in the film 
windings in the film magazine or 
around the film driving rollers. If 
a string is wound loosely around 
one’s finger, it will gradually 
tighten up if one or both ends are 
pulled. Film in a continuous pro- 
jector is bound to do the same 
thing unless it incorporates the 
“advance-feed” principle, as in the 
Victor. The backbone of this prin- 
ciple is the positive regulation of 
the amount of film fed to the inter- 
mittent film-moving member of 
the projector. 

By eliminating all pull and 
strain, the new patented “advance- 
feed” insures perfect freedom from 
operating troubles caused by film 
destruction or binding of the film 
in the magazine. 

Of equal importance is the fact 
that the usability of the film is 
greatly increased by a tremendous 
reduction in surface rub or friction 
between layers of film. The film lit- 
erally winds and unwinds itself by 
dropping into place as it passes 
over the arc of the wheel. As a con- 
sequence, wearing and scratching 
of the film surface, which occur 
rapidly in machines that cinch and 
grind the film together, are mini- 
mized by this “free”, floating ac- 
tion of the Victor continuous. 

Added protection against film 
damage is provided by the Victor 
automatic film trips which auto- 
matically stop projection and film 
movement in the event film loops 
are lost because of damaged perfor- 
ations, incorrect threading, or de- 
fective splicing. 

Choice of 500 watt, 750 watt, 
and 1000 watt projection lamps in- 
sures screen brilliancy of the de- 
sired intensity, and a sharp, well- 
defined image even in broad day- 
light. The film capacity of stand- 
ard models of the unit will be 500 
feet. Special models with greater 
capacity can be supplied on order. 























* The DeVry model Gym 
silent sound projector 7 
has been improved and 7 
is shown (right) with 
the new reverse switch, 
automatic rewind and 
stop-on-film feature. 
This machine now 
weighs less than ten 
pounds and has been 
placed in wide use in 
commercial and educa- 
tional departments as a 
desk and showroom 
demonstration unit. 
There are many fields 
of use for the silent pro- 
jector applied in this 
way. One large com- 
pany has employed over 
1,000 of the units for 
local dealer Al- 
though sound has rec- 
ognized advantages, the 
silent film is useful. 


DISCUSS FILM REJUVENATING 
®@ Business Screen quotes J. A. 
Norling and Albert P. Rippenbein, 
industrial film authorities, in these 
interesting remarks concerning the 
treatment for rejuvenating and 
preserving motion picture films: 
“A photographic film contains 
colloidal systems which tend to 
change as the film ages. This 
change developsserious symptoms: 
the film shrinks and tends to be- 
come dry and brittle. The mechan- 
ical strains and stresses to which 
dry and brittle films are subjected 
during use soon cause a breakdown 
of perforations. 


use. 


“The nature of the photographic 
emulsion and , likewise, of the base 
makes it a receptive medium for 
accumulating moisture, oil and 
dirt. The substances of which the 
emulsion is composed are not 
highly resistant to abrasion, and 
scratches become receptacles for 
dirt. The dirtier a scratch, the 
worse it appears when projected. 
Therefore, when a film becomes 
scratched during the first run, 
which may occur on poor equip- 
ment or on good equipment im- 
properly operated, subsequent use 
of the film will make these original 
scratches more and more apparent. 
In addition, new scratches will be 
added constantly, and, by the time 
the print arrives in the smaller 
theaters, it has acquired the ‘rainy’ 
appearance which has been a 
source of much perturbation. 

“There are two treatments: (a) 
the rejuvenation or regeneration 
process, by means of which worn 
and damaged negatives and posi- 
tives are restored to good condi- 





tion, and (b) the impregnation- 
preservation process, by means of 
which new negatives and prints are 
given a longer life in service or in 
storage. The processes do not in- 
valve the use of lacquers or coat- 
ings, but depend upon the swelling 
and contraction of the film and the 
glazing of the surface in order to 
resist scratching and accumulation 
of surface dirt”. 

Mr. Rippenbein, co-author of 
the remarks quoted above, is an 
authority on this rejuvenation 
process and is connected with the 
firm of American Recono, Inc. 


NEW “SYNC’’ MOTOR DRIVE 


* To meet the needs of recording 
laboratories which must screen 
films at exactly 24 frames per sec- 
ond while voice or sound effects 
are being “dubbed in”, Bell & How- 
ell announces a synchronous motor 
drive designed for the Filmosound 
Model 138 and Filmo silent projec- 
tors Models 57 and 129. It is rec- 
ommended that the installation be 
made on the Filmosound inasmuch 
as it can be used for projecting 
either sound or silent film. 

The synchronous motor is used 
only to drive the projector mech- 
anism, the projector motor being 
used to drive the fan, and in Model 
138 Filmosound, the take-up also. 
To avoid overloading the synchro- 
nous motor or gearing it is essential 
that the projector be equipped 
with a clutch, which remains dis- 
engaged at all times when the syn- 
chronous motor is attached. Clutch 
installations are made by Bell & 
Howell. The synchronous motor 
drive is supplied on special order 
only, the installation being made 


by Bell & Howell. 
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YOUR AUDIENCE 
S ee “SCRATCHES” 


RAIN-DIRT! 
You would "fire’’ the salesman who 


called on your customers dressed 


sloppily — THEREFORE 


WHY NOT MAINTAIN THE 
PERFECT APPEARANCE OF 
YOUR FILM SALESMEN? 








Film cannot be made scratch-proof — but there is ONE WAY 
of removing scratches — rain — dirt, and that is by 
RECONO REJUVENATION. 

RECONO has been used exclusively by the Motion Picture 
Producers for the past 9 years. It is now being made avail- 
able to the non-theatrical trade. THE COST IS VERY LOW! 
FREE OFFER! 

Send us a reel of positive (400 ft. 16mm. 1000 ft. 35mm.) and 
let us show you the improvement effected by RECONO 
REJUVENATION TREATMENT AT NO COST TO YOU. 


AMERICAN RECONO, Inc. 


245 West 55th Street ° New York, N. Y. 


P.S. You may not realize it but films put in storage may be deteriorating in 
the cans. Films should be inspected periodically. We have saved many an 
important picture for our clients. Avail yourself of our inspection service. 
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The Drake offers every luxury and con- 
venience of fine living on Chicago's 
Gold Coast, overlooking Lake Michigan. 


A.S. Kirkeby, Managing Director 


The Drake 


LAKE SHORE DRIVE - CHICAGO 


97. 























Send for 
_ this FREE 
New 


Cine- Bass 
Bargaingram 


+234 


Fifty-two pages filled with cine 
news and bargains to delight 
the movie fan. Tyro, advanced 
amateur and professional alike 
will marvel at the complete- 
ness of this catalogue. Special 
sections for sound cameras 
and projectors 8mm. and 
16mm, Lists all popular makes 
of cameras, projectors, projec- 
tion equipment — hundreds of 
accessories, in fact a real cine 
encyclopedia. Write Dept. BU. 














179 West Madison Street 
CHICAGO, ILLINOIS 














SN Christmas 


\ Memo: 


The Ideal G tft 
for the modern 
Business Man... 


BUSINESS SCREEN 


*% He'll enjoy every page of this fasci 
nating new magazine on the newest 
phase of modern advertising and sales 
promotion. Whether sales manager, ad 
vertising man or educator, there’s an in 
teresting article for him in every issue! 
Twelve Numbers Sent For $5.00, 
Including a handsome gift card 


Orper From Your NEwSDEALER 
or drop a line to 
20 North Wacker 


( hicado Mlinois 


Business Screen 




















WHAT THE CLIENT EXPECTS OF 
THE SLIDE FILM PRODUCER 


Part Two of an outline suggested by an 


experienced user of sound slide films 


17. Arr Work The producer should furnish trained artists 
who can work out impressive pictorial presentations that 
can be photographed. The artist should be on the lookout 
for opportunities to embellish pictures and photographs 
for the purpose of emphasizing facts carried in the script 


18. Lay-our The producer should be responsible for all 
lay-out work. The pictures should be simple but carry the 
points clearly. Charts, diagrams, and tables should be laid 
in such a manner that the audience cannot help but get the 
meaning intended 


19. LABORATORY Work The producer should be responsible 
for all laboratory work necessary to produce good pictures 
For example, the film should be printed so that the frames 
are uniform in density. Furthermore, the density of the 
emulsion on the film should be made to agree with the pro- 
jection equipment owned and used by the client. The pro- 
ducer should never use “stock” shots unless such pictures 
agree in density with the rest of the pictures used in the 
film presentation 


20. Sounp Recorpinc The producer should be responsible 
for all sound recording. He should use only the highest 
quality sound recording such as the R.C.A. High Fidelity 
Sound Recording, Western Electric or its equivalent. He 
should keep the client informed of the type of recording 
and thus recommend the needles necessary to reproduce 
the sound recorded 


21. Voice TaLtent The producer has the responsibility of 
the casting of voices and talent and should select only ex- 
perienced stage artists, radio artists or announcers 


22. Direction or Sounp The producer will furnish an 
experienced recording director, thoroughly familiar with 
problem to be solved, method of treatment and materials to 
be used. Director should discuss script with writer and 
editor, rehearse cast and direct cast during recording of 
script 


23. Sounp Errects anp Speciat Location Sounps The 
producer is also responsible for all sound ¢ffects used to get 
illusion of action, for picking up and recording of special 
location sounds, and for re-recording these special location 
sounds as they should be used in the recording 


24. Music The producer selects and records all music used 
in the film presentation. Music should be selected with 
extreme care so that it is appropriate to the thoughts car- 
ried in the script. Through careful music selection, the 
emotions of the audience can be controlled and swayed to 
agree with the script content 

25. Music Reteases The producer is also responsible for 
all music releases so that client can in no way be held for 
using arrangements without permission 


26. CompLete Dramatic Treatment The producer us 
ually endeavors to use complete dramatic, rather than fac 

tual, treatment in presenting solution of a problem. This 
treatment reduces the number of facts that can be pre- 
sented but “sugar coats” the solution so that it is easier for 
audiences to grasp. The conscientious producer will tell the 
client that the sound slide film in itself is not a “cure-all.” 
Although one of the most effective media for presenting the 
solutions of a problem, it may be generally more effective 
when supplemented by other media such as personal con- 
tact, supervision, booklets, leaflets, and folders 


27. Master Necative ano Positive Prints The producer 
should be responsible for the master negative and the posi- 
tive prints on safety film, preserving master negative so 
that client may purchase additional prints at any time 


28. Speep or Fitm The capable producer can be depended 
on to create a fast-moving film production, averaging 10 
frames per minute. This requires highly-trained scenario 
writers who can produce script of this type without split- 
ting thoughts. Each frame should carry one complete 
thought. The inexperienced scenario writer speeds up pres- 
entation merely by splitting one single thought over sev- 
eral frames; the experienced writer can express a single 
thought in so few words that the complete idea is presented 
in five seconds or less 


29. Ruytum An average speed of 10 frames per minute 
does Nort mean that every frame should be exactly 6 
seconds long. The film must have rhythm, or change in 
sppeed or pace at which pictures are presented on the 
screen. If frames are of equal time, the result is what is 


38. 





A GENERAL ELECTRIC SALES TRAINING SLICE FILM ILLUSTRATES 
a graphic point for the G-E retail radio salesman 


known as “monotonal fatigue” on the part of the audience. 
With some exceptions, such as laughs and technical terms, 
the length of time that a picture is allowed to remain on 
the screen should be governed by the content of the picture 
rather than of the script. Length of time per frame should 
probably vary from as low as 2 to as much as 22 seconds. 
Frames above 12 seconds should deal only with such 
“heavy” content as diagrams, charts, formulas and ab- 
stractions. 


30. Eye-Sets The producer should provide scenario writers 
and adapters who understand the fundamental principles 
of “eyve-set,” or the lenzth o time it takes the audience to 
see and interpret the picture on the screen. If the “eye-set” 
is too short, the audience fails to grasp the meaning in- 
tended and becomes irritated; if too long, the audience be- 
comes weary and restless. The picture on the screen must 
agree accurately with the content of the script or the 
audience becomes disturbed 


31.Jumps The good producer will provide experienced 
writers who know how to minimize the interference of the 
eye jump and the sound or script jump resulting from the 
gong. This can be done by seeing that a complete thought 
is pictured in a single frame or by providing a “spring 
board” between frames. A “spring board” is merely a de- 
vice employed by the experienced writer to swing the mind 
of the audience from one frame to another. While the mind 
of the audience is “taking the spring,” the gong is sounded 
as a signal to the operator. The audience is concentrating 
on the transition from one frame to another to such a de- 
gree that the gong itself becomes less distracting. To date, 
no writer has been able to eliminate the gong completely 
from the mind of his audience but it is important that the 
writer and photographer work together so as to lead the 
audience from one thought and one picture to the next 
smoothly, logically and without monotony. 


32. Pre-Sectinc The producer should recommend to the 
client methods for pre-selling a given slide-film production. 
This pre-selling must be done in such a way that a desire to 
see the picture is keenly aroused. Without revealing the 
story, pre-selling must prepare the audience for what it is 
going to see. 


33. FoLtow-upe The producer should also recommend to 
the client methods of following up the showing of a slide- 
film production with supplementary materials that help 
the audience understand the thinking that was built into 
the picture. These may take the form of leaflets, booklets, 
monographs, illustrated folders, or other more clever de- 
vices 


34. Measure Resutts The producer can help the client by 
showing him methods to measure the results from a given 
slide-film. The producer's fund of information gathered in 
his work on the production enables him to help the client 
establish a list of facts intended for the audience to grasp. 
On the average, 75 per cent of the facts built into a slide- 
film production should register with the audience on first 
showing 


35. Copyricut The producer should copyright the finished 
production to assure protection for the plot, subject ma- 
terials, method of treatment, title, finished scenario and all 
phases of the completed sound slide-film that can be pro- 
tected by copyright with all rights reserved, thereby pro- 
tecting the client so that competitive and non-competitive 
companies cannot use the same materials and treaiment 


Copies of the above outline will be furnished 


free on request from Business Screen Magazine 


























Burton Holmes 


SKILLED LABORATORY TECHNICIANS SERVE THIS IMPORTANT PHASE 
of the commercial film industry. A co-nplicated film printer 
is shown in operation in a typica'ly well-equipped plant 
for this work. 


Camera Lye 


(Continued from Page 11) 
thorne works, in Chicago, primarily for em- 
ployees and friends. Last week . . at its big 
Point Breeze plant near Baltimore. Most inter- 
esting to reporters: Far from being distracted, 
proud workers spruced-up more than usual, 
speeded-up production . .” 

Since Time’s reporting, the Kearney (N. J.) 
plant has attracted as many as 6,000 visitors 
per day through two weeks of local interest in 
the business of making Western Electric prod- 
ucts. The new film series will carry a pictured 
version of these processes to many more thou- 
sands than could have the opportunity to visit 
any near-by Western Electric plant. With both 
pedagogical and theatrical skill, Audio’s cam- 
eras have visited these plants and created a 
close-up view of intricate and astonishing de- 
tails, for the benefit, as Time says, of those who 


want to see “other jobs than their own” 


*L. A. Weaver, Jr., has been appointed as- 
sistant to the director of the Motion Picture 
Advertising Department of J. M. Mathes, Inc., 
New York agency. Mr. Weaver, who has been 
connected with J. M. Mathes, Inc., since 
shortly after it was established, will work under 
Wilfred S. King, radio director, who also has 
supervision of the Motion Picture Department. 


FILMS FOR BETTER GOVERNMENT 

* Progressive city manager government has 
evidently adopted the visual medium for the 
explanation of its aims and principles to citi- 
zens in communities where this movement is 
active. Chicago adherents to the city manager 
program have already set aside funds fora slide 
film promoting the movement, and are also 
using all available motion pictures at their 
meetings. 

American City Magazine reports that coun- 
cilmen and citizens of Sewickley, Pa. are learn- 
ing about their community problems through 
movies. Borough Manager, John C. Hiteshew, 
reports to the International City Managers’ 
Association that he has introduced movie-re- 
porting as a successful device to acquaint coun- 


cilmen and citizens with details of municipal 
work and angles of specific local problems. The 
movies which Manager Hiteshew has made 
and shown during the past three months in- 
clude such subjects as voting matters, the 
water-works system, needed street improve- 
ments, and operation of sewage-disposal plants 
in other towns, to compare with a proposed 
plant for Sewickley. 

This winter, the local woman's club and 
civic clubs, the board of trade and the public 
schools will see the films upon request. Later 
they will be filed as a permanent record of 
Sewickley affairs. 


SOUND SLIDES FOR FIELD'S 


@ Advertising Film Associates, Inc., have re- 
cently completed a sound slide film called Fash- 
ion’s Favorites for Marshall Field & Company. 
The subject is Karastan rugs and the film runs 
about 25 minutes, consisting of approximately 
160 frames. It is used for training department 
and furniture store sales people, and deals with 
the technique of handling different types of 
customers, also giving complete details on how 
Oriental rugs are duplicated by machinery in 
this country at a lower cost. 


BEER ADS OUT OF THEATRES 


The Christian Herald, 
paper, gives a nod to the Alexander Film Com- 


national religious 


pany of Colorado Springs which recently an- 
nounced that it had abandoned all beer ac- 
counts, sacrificing an annual net income 
exceeding $50,000. 

Says the Herald, “They deserve credit for 
that for they are one of the largest producers 
of advertising film with 6,000 cities listed on 
their rolls”. 


MAGAZINE MOVIES SHOWN 


* Modern Plastics Preferred, a sound and color 
motion picture dramatizing the plastics indus- 
try, was the feature of Modern Plastics Maga- 
zine’s dinner held recently at the New Yorker 
Hotel. The new picture, an exposition and a re- 
view of achievements in the plastics field, is 
designed to bring about a greater appreciation 
of what is being done and what can be done 
with plastics. In addition, the picture presents 
the winners of this year’s Modern Plastics 
Competition. 

While this is Modern Plastics Magazine's 
first picture, the publisher, Breskin and Charl- 
ton Publishing Company has used pictures for 
the past two years for their Modern Packaging 
Magazine. The success of these films in reach- 
ing hundreds of thousands of people interested 


in packaging is responsible for the film debut of 


Modern Plastics. 
After the presentation at the dinner, the film 


is now available for showing to advertising, 
business and industrial groups of all kinds. The 


picture was produced by Willard Pictures, New 


York. A 2,000-watt Bell & Howell are projector 


will throw the color on a 12 foot screen. 
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STOPPER 


11,575 PERSONS 


stopped before one grocer’s store window, 


654 


paused at the grocery 
window next door! 


The new DAYLIGHT 
REPEATING PRO- 
JECTOR is a prov- 
en system for get- 
ting attention and 
making sales. 


A detailed break- 
down of this survey, 
made by a leading 
advertising agency, 
will be supplied on 
request. 


Every Advertiser Can Use It 


The new DAYLIGHT REPEATING PROJECTOR is 
a revolutionary SYSTEM of point-of-sale adver- 
tising. It aives a clear picture — even in bright 
sunlight. Long film life. Silent. One minute inter 
lude, automatically, between each show. Manu 
factured under Kinatome patents. 


WRITE FOR FULL INFORMATION 
National Sales Representatives 


WEST COAST SOUND STUDIOS, INC. 
510-22 West Fifty-Seventh Street 
New York Circle 7-2062 = te 


Producers of Sound cnd Silent Pictures For Business 














UNIVERSAL [f f 
SOUND PROJECTORS BE 
New All-Purpose Model 


Combined utility is offered in this 
newly designed 16MM Sound Pro- 
jector. Precision built. Completely 
flexible for the varied demands 
of classroom and auditorium. 
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Complete, ready to operate 


Universal Sound Projector 
SENTRY SAFETY CONTROL CORP. 
1923 Oxford St., Phila., Pa. 
Show Room— 1600 Broadway, N. Y.C. 
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A HAPPY 
NEW YEAR 


is on the way for 
readers of 


BUSINESS SCREEN 


1939 EDITIONS OF THIS 
stimulating magazine are now in 
preparation — bringing you 
fresh, vital information on the 
commercial and educational film 
developments of each month! 


DON’T MISS THESE ARTICLES: 

* “Training Salesmen with Films” 

* “General Electric: A Motion Pic- 
ture Survey” 

* “The Personnel Department Uses 
Visual Aids” 

* Edison Electric and Films by 
John Coakley. 

* Caterpillar Tractor Rolls it Own! 


* and many others! 


PLUS 
Two Special Annual Numbers 


1. The First Directory Edition of the 
Commercial Film Industry. 


2. The Equipment Review Special 
1939 “Blue Book” Number. 


Address Y our Requests 
for Sample Copies to 


BUSINESS SCREEN 
20 North Wacker Chicago 
































Tips for Better Shows... 








1. START “IN FRAME”: One of the little niceties 
that may mean the difference between a pro- 
fessional-appearing or highly amateurish show- 
ing is the starting of the film exactly “in frame”. 
Rarely does one see in a theatre the beginning 
of a movie with the frame line of the film two 
high or too low on the screen; yet we have seen 
quite a few slide-film and commercial movie 
showings in which this has happened. To make 
sure the film is properly framed, the operator 
may observe either of the following proced- 
ures: (a) Before the start of the regular per- 
formance, throw picture on screen and make 
framing adjustment. Or, if audience is present, 
(b) open shutter of projector by turning the 
test-threading knob (all of the better project- 
ors in the 16mm. class have some variation of 
this device). Hold a small flashlight between 
film aperture gate and lamphouse. Looking in 
through the lens, in front of the projector, at 
the film, the film may then be properly framed. 
With some makes and models this is difficult 
to do, but the same results may be obtained 
by holding a white card a short distance from 
projector; then, at silent speed, and with sound 
turned off, the picture is framed before the 
actual beginning of the film. With slide-films 
this is, of course, a very simple procedure. 


2. START IN Focus: An approximate focus may 
be secured without film in projector before 
start of a show by “sharpening” the edges . . . 
adjusting the focus till aperture edges on the 
screen appear sharpest. During showing of title, 
focus should then be gradually adjusted till 
title appears as sharp as possible. The proper 
lens should be used to fill the screen (Chart to 
be published later), but if screen is not filled, 
picture should be balanced in the center of the 
screen. 


3. START AT THE BEGINNING: The numerals fol- 
lowing the threading-leader of a film are for the 
convenience of the operator, and are not in- 
tended for the audience. These should not be 
thrown on the screen. Most 16mm. operators 
know this, but many do not realize the effect 
upon the audience when, through carelessness, 
the numbers are allowed to flash on the screen. 
Start at the beginning — not before, and not 
after. In an emergency, light may be “doused” 
by holding a white cardboard close to the front 
of the projector until the last number has flash- 
ed, then removing the card quickly. It is better, 
of course, to do this preparatory work before 
the audience is seated, having the film properly 
framed — with the title ready to flash on wher 
the projector lamp is switched. 

4. OPENING SOUND SHOULD FOLLOW PICTURE: 
Operators should not turn on the exciter-lamp 
switch (sound) until projector has reached its 


- 4Q- 


proper speed, as a most undesirable sound will 
in that case, be heard in the speakers. About 
two seconds is sufficient for the interval be- 
tween turning on projector switch and projec- 
tor lamp-switch (which in all 16mm. projectors 
is coupled with exciter switch) . 


5. REELS SHOULD BE PROPERLY SPLICED TO- 
GETHER: Two or three hundred 400’-reels of 
16mm. film are often spliced together to form 
the standard 16mm. reel of film. The producer 
often handles this splicing, sometimes not. 
Proper “breaks” have been allowed between 
the 400’ reels, so that musical phrases or spoken 
phrases will not be rudely cut in half. However, 
an awkward interval between portions of 
spliced films often results from poor splicing, 
or failure to cut out sections of leader film be- 
tween them, or the leaving of short patches of 
blank film or the “sink numbers” used on all 
35mm. film (from which the 16mm. was re- 
duced). Further, a poor splice may throw the 
picture out of frame. Splices should be care- 
fully made, in accordance with instructions 
furnished with splicing devices. Unavoidable 
blank patches which may sometimes appear on 
the sound track between spliced sections 
should be carefully painted with a bit of india- 
ink to avoid a “blurping” sound. 


STAGING THE CONVENTION 


(Continued from Page 15) 
motion pictures as a medium of sales promotion 
is indicated by the fact that Clairol, Incorpo- 
rated, largest producer of hair coloring mate- 
rials, devoted its entire exhibit at the New 
York State Hairdressers Convention to a mo- 
tion picture presentation. 

More than 15,000 beauty shop owners and 
jobbers attended the convention, held recently 
at the Hotel Pennsylvania in New York City. 
The usual procedure at this show is for each 
manufacturer to present demonstrations in his 
own exhibit room, and to offer merchandise for 
sale. This year Clairol’s exhibit, however, was 
a miniature theater, complete with posters, 
box office and spotlights to give a preview at- 
mosphere. Admission was by ticket only, the 
tickets being distributed by the jobbers who 
handle Clairol products. 

Sound and color motion pictures offered a 
condensed training course in the use of Clairol 
products and a presentation of the latest hair 
and hat styles from Paris, which showed how 
famous hat designers and great hair stylists are 
working to gether in the creation of new fash- 
ions centering around the upswept style of hair 
dresing. Besides the showing at the Hairdress- 
ers Convention, this motion picture program 
is now being presented to similar audiences in 
more than 100 cities. 














AN_ INTERESTING EXAMPLE oF A. “SCREEN PROJECTION, ONE OF 


THE mosT FASCINATING | “TRICK OF THE STUDIO. THE HISTOR!I- 
cally accurate “room” is mavely a picture projected on the 
screen in the background for a perfect illusion. 


HERE IS THE ACTUAL SCENE IN THE FILM MADE RECENTLY FOR THE 
CAST IRON PIPE ASSOCIATION BY AUDIO PRODUCTIONS. THE CHAR- 


acters appear to be standing in the room with a startling 
degree of reality thus achieved at minimum cost. 


BUICK USES NEWSREEL TECHNIQUE 


@ During the summer of 1936 Buick officials 
faced an enviable problem. They had so many 
talking points for an advertising campaign that 
selectivity and concentration of ideas became 
difficult. 

The past few years had brought new pros- 
perity to Buick. Sales had mounted and con- 
tinued to gain. Recent models had found pub- 
lic acceptance. The prestige behind Buick had 
been rekindled by its newest achievements. 
Relationships with its labor and its dealers 
were completely harmonious. Soon to be mar- 
keted, the 1937 
important innovations. 
strikingly handsome. 


cars incorporated many and 
Above all, they were 

Executives of Buick wanted to use all this in- 
formation in telling the story of the 1937 car. 
To marshal these facts, to use all the sales 
arguments, a super-newsreel running about 
forty minutes was planned. 

Through this medium the ideas could be 
broken up into segments, each independent of 
the other. Sincerity could shine through. The 
finished film was to mirror facts, and, like a 
newsreel, to stick to actualities clearly, force- 
fully depicted. Even though the reported news 
was to pertain to Buick only, the tempo in- 
herent in news films was to be retained. 

The producers selected by Buick and its ad- 
vertising agency were peculiarly qualified. They 
ran a newsreel subsidiary and a business film 
unit. 





THOROUGHLY EXPERIENCED IN 
FILM PRODUCTION AND SELLING 


and able to furnish and develop original 
ideas that are tempered with a sound 
knowledge of the medium. My services 
are now available to either producer, 
agency or manufacturer and include a 
really wide knowledge of MERCHANDIS- 
ING AND SALES TRAINING. Your inves- 
tigation is earnestly solicited. Write Box 
81, Business Screen Magazine, 20 North 
Wacker Drive, Chicago. 











“Buick News” divided itself into fourteen 
separate news stories, each running from two 
to four minutes. Each episode was an independ- 
ent unit of the whole. 

The general format of a newsreel was main- 
tained. The main title was frankly imitative of 
its prototype, familiar to theatre-goers. Sub- 
The 
swift pace of news films flavored the film, gave 
it vitality and zest. 


titles between news stories were inserted. 


The episodic nature of a newsreel gave it 
flexibility of use. 

In late September dealers from all over the 
country were called to a series of meetings in 
Flint. The film in its entirety was presented 
it heralded the preview of the new car. 

Distributors and dealers were privileged to 
buy prints at cost. They found three ways to 
reach their prospects: 


1. Some of them set up small theatres in their 
own display rooms and ran the newsreel in a 
continuous performance. (A manual was pre- 
pared telling the men in the field how to set 
up these newsreel theatres at low cost.) 


2. Others arranged tie-ups with local thea- 
tres, and Buick News became a part of the 
picture program in these cinemas. Because the 
complete film ran forty minutes, the outright 
advertising episodes were deleted and thus the 
shortened version was acceptable to theatre 
managers both in length and in content. 


3. A silent version of the film was printed in 
16mm. Buick dealers, canvassing their 
prospects, found that many, if not most of them, 
owned projectors. Moreover, they learned that 
free film loaned for home showings was much 


size. 


in demand by those who owned these miniature 
machines. None of them dissented from the 
axiom that the best place to sell is in the 
home. Hence in this method of film distribu- 
tion they reached well-to-do prospects with a 
hard-hitting message under ideal conditions. 





| _ DISTRIBUTION SERVICE .. . 








In Western 
NEW YORK State... 


Buffalo e Rochester e Syracuse 
Utica e Binghamton e Elmira 


@Try our efficient and economical service for 
the projection of your motion pictures before 
groups of all types. 


@ Utilize our facilities for physical distribution 
of sponsored films for theatrical and non-theatri- 
cal showings. 


Emergency repair service and competent operetors 
cheerfully supplied for company ewned equipment. 


“Expensive Films Deserve Extensive Distribution” 


JOHN E. ALLEN rochester, New York 

















| Rural Distribution 
| by SPECIALISTS in 


| FARM PRODUCTIONS 
FOR 21 YEARS! 


- C. L. VENARD - 


|| (THE VENARD ORGANIZATION) 


Our films have a larger distribution and en- 
joy a more favorable acceptance among 
rural leaders and audiences than those of 
any other producer. 


702 S. Adams St. 


Peoria, Illinois 











ur ears in commercial motion picture 
Our 27 y l t pict 

enterprises insure you quality results in pro- 

duction shots, or in distribution of your busi- 

ness films wherever you may desire to exhibit. 

EDDY PICTURE SERVICE “*"'t Ste. Marie, 
Michigan 














| LABORATORIES — mipwesterNn 





LABORATORY SERVICE 


l6mm Exclusively! 


Complete 16mm machine developing of 


both negative and positive prints. 


SKILLED TECHNICIANS, MODERN EQUIPMENT 

| DESIGNED EXCLUSIVELY FOR l6mm FILM. 
ACCURATE SENSITOMETRIC CONTROL 

| OF ALL PROCESSING, 

MAKE OUR l6mm PRINTS OF 

| 

| 

| 

| 


CONSISTENTLY HIGH QUALITY. 
SOUND AND SILENT FILMS 


Get our prices and test the high 
quality of workmanship. 


_ * PAN-AMERICAN * 
| FILMS, INCORPORATED 
| 306 So. Wabash Avenue Chicago, Illinois 
































COMPLETE 16mm PRODUCTION 


FACILITIES and EQUIPMENT 
in Both Sound and Color 


The oldest photographic organization in the middie 
west now offers COMPLETE economical 16mm mo- 
tion picture service. You can add sound and obtain 
duplicate prints from your Kodachrome or black and 
white films at a reasonable cost. Duplicate 16mm 
Kodachrome prints, silent 10c, sound, 12/2 per foot. 


WE WILL RECORD THE SOUND TRACK 
FOR YOUR SILENT BLACK AND WHITE 
OR KODACHROME 16mm 
PICTURES FOR AS LOW AS 
$50.00 PER 400 FOOT REEL! 


All types of sound and silent 16mm 
cameras, projectors and accessories 
for sale or rent. 


| FREE — Our 80 page catalogue 43-R 
of services and equipment 
Write today! 


CAMERA 
cemTer 





“HEADQUARTERS FOR EVERY KNOWN PHOTOGRAPHIC NEED” 


NORMAN-WILLETS CO. 


318 W. Washington St. 





Chicago, Illinois 





A Christmas Gifi Idea! 


Business executives everywhere are tinding Busi 


ness Screen the key to many useful applications 


of visual media. 12 issues for $5.00 

















HARMONY 








There is no secret formula for 
obtaining harmony in the use 
of type. Here at Advertising 
Typographers, constant study 
combined with practical ex- 
perience have taught us how 
to use type harmoniously in 
the manner to produce better 


advertising results for you. 


ADVERTISING 
TYPOGRAPHERS, INC. 


341 EAST OHIO STREET CHICAGO, ILLINOIS 


DEPARTMENT STORES 


(Continued from Page 18) 
warranted holding over for a second week. 
Interest was developed by the use of a window 
display consisting of an intriguing collection 
of photos of early day film players and stills. 
Interest was further heightened by the per- 
sonal appearance of Bill Hart — which gave 
McCreery a chance to crash the daily papers 
with a real news story. 

As a result of the McCreery showings, the 
idea spread to other cities. In Philadelphia, 
Gimbels ran the same show and advertised it in 
large display space on the theatrical page of 
the daily papers. Famous Barr in St. Louis then 
showed the pictures. 

The following year, McCreery showed old 
movies again — this time tying the pictures in 
directly with definite merchandise. McCreery, 
through its buying office, Associated Drygoods, 
had arranged for the use of a style picture fea- 
turing bathing suits. Sensing the need for some- 
thing to boost public interest, they rented, 
from Stone, some old Mack Sennett bathing 
beauty pictures. So, instead of seeing just a 
style picture, McCreery patrons saw a rounded 
show, with ample contrast between the styles 


of the nineties and the new fashions of the day. 


ApverTISE CoLor FAasuion FiLM 


Saks 34th Street, sent a couple of girls to 
Bermuda with a photographer and took a 
beautiful fashion film in full color. It was a 
silent film, (16mm.) but Miss Wallach of Saks 
had a fashion talk recorded and synchronized 
to it. Newspaper advertisements invited folks 
to “See a motion picture in natural color, show- 
ing what two engaging young debutantes actu- 
ally did, where they went, and what they wore, 
during a 10-day trip to Bermuda. Today and 
tomorrow there will be movie showings at 
11:00, 12:30, 2:30 and 4:30 on our fifth floor. 
Between times, mannequins will parade in in- 
triguing new North and South fashions. Come 
in to see it. You'll learn a lot — geographically 
and sartorially.” 

Coty has done some wonderful films for con- 
sumer use and many stores have used them. 
The general level of the Coty film is best indi- 
cated by the fact that while developed for 
commercial use, an abridged version of the 
picture was released by Paramount as a regular 
theatrical short. 

Films have proved that they have a real 
place in the department store. But the situa- 
tion today seems to be a series of temporary 
stymies. More equipment is needed. There’s no 
doubt about that. But business conditions have 
not been favorable to the point of encouraging 
investments of from three hundred or four hun- 
dred up to six or seven hundred dollars for 
sound projectors. There are rental services, 
but the cost of rental runs high for small 


groups. And, in the words of one resident buy- 
ing office, “the number and quality level of 
manufacturers’ films is not such as to encourage 
the stores to spend much money.” 

The manufacturer, on the other hand, hesi- 
tates to invest in good pictures, when distribu- 
tion problems are so great. Some manufactur- 
ers, like Procter & Gamble or Camp or Ken- 
wood, are solving the problem with their own 
equipment and own personnel, which, tempo- 
rarily, seems to be the best way out. But other- 
wise the situation is at least partly stalled 
with all wheels balanced at “dead center.” 


Stipe Firms Do Consistent Jos 


In the meantime, the sound slide film seems 
to be doing all right by itself. More or less 
neglected by some producers — treated as the 
Cinderella of the business — it is doing a fine 
consistent job for many advertisers. While it 
holds no power over consumers, it has proved 
its value in the training field and is showing as 
healthy an immediate growth as movies. In- 
cidentally a continuous sound projector that 
really works and doesn’t cost too much will 
have a place in window and interio; lisplay. 
films are rel- 
atively new in the department store field. I 


As we've suggested before 


have before me a letter from one of the coun- 
try’s largest resident buying offices to a mem- 
ber store in Atlantic City, N. J. It says: 
“With reference to your letter of March 
10th, we have not been able to locate any 
manufacturers who provide moving picture 
films of their products.” 
This letter is only five years old. While the rec- 
ords show sporadic use many years ago, it is 
only recently that they have been in really 
general use. The rough spots are being ironed 
out. Give them a chance and they'll come 
through. 
More Equipment NeeEpeED IN Frevp 

It seems that the largest single barrier to 
more extensive use of movies is the lack of 
equipment. In talking with one large resident 
buying office I found that only 10 out of 125 
of their stores had 16mm. sound projection 
equipment. The consensus of opinion was that 
film producers should now try to meet the 
problem — a bottleneck that was holding back 
expansion, which could create unlimited mar- 
ket for their facilities. 

People love movies. They pay millions of 
dollars every day to see them. And they'll 
gladly spend the time needed to see them in de- 
partment stores if the level of the pictures is 
up to par. The whole tempo of department 
store selling is moving more and more toward 
a type of sales promotion in which movies fit 
like a “natural”. The increasing use of Show- 
manship in retail stores almost demands the 
use of movies. As Christopher Morley says, in 
Human Being, he “discovered that a depart- 
ment store is not just an enormous pushcart 
but a kind of woman’s theatre.” 








TO MEETZ NEED 


| Wide Range of “Ampro” 


(16mm. Projectors 


EACH ONE EMBODYING 





CERTIFIED PRECISION QUALITY 
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for Owens-Illinois Glass Company 


in a Technicolor 
sound slidefilm 


This Technicolor slidefilm is one of a series that is help- 
ing sell applied color lettering for glass bottles. 


These films are showing thousands of bottlers, drivers, 
and retail outlets how to become better salesmen and 
merchandisers by using colorful displays. The combina- 
tion of an interesting approach with the appeal and 
power of color sells more bottles. 


Everyone benefits — the manufacturer, the bottler, and 
the retailer! 


Sales and promotion of any product that needs color for 
effective presentation can be produced by Jam Handy in 
these films — done finely and done economically. 


Write for the facts! There’s no obligation. 


The JAM HANDY 
Organization 

Slidefilms ¢ Talking Pictures * Sales Conventions ¢ Playlets 

New York, 230 Park Avenue, MUrray Hill 9-5290 Detroit, 2900 East 


Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive, 
STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 





